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o f Viscount Reception Seating gives you the look 
of custom design with complete flexibility of arrangement! 


New Royal VISCOUNT is superbly versatile. It’s designed and con- 
structed with completely interchangeable units for infinitely varied 


arrangements — as modular groupings, or free-standing pieces. t 

VISCOUNT offers you more than 50 exciting new upholstery pat- Assembly couldn’t be simpler! Satin-Chrome 
: ‘ ; starter and add-on frames are joined into 

terns and colors . . . from durable, wipe-clean materials to luxurious rigid, unified ensemble with only two hid 


den bolts. Seat-and-back pieces clamp to 
‘ frame, can be interchanged with table tops 
in 20 colors, patterns and finishes—from rich wood-grains and marbles in seconds . . . or frame assembly rearranged 
at will. Free-standing units may be used for 
occasional chairs, tables, ottomans. 


FREE! Write for Brochure 9026—for full information and illustrations of complete VISCOUNT line 
ROYAL METAL MANUFACTURING COMPANY, One Park Avenue, New York 16, New York, Dept. 4-B 
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deep-textured fabrics. Impervious Royaloid table tops are available 





to soft decorator pastels. 
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actos NCR PAPER offers 
these advantages... 


@ SHARP, CLEAN COPIES—NCR 
Paper provides as many legible 
copies as needed. 


@ SMEAR RESISTANCE—Every copy 


is clear and will not smear. 
SOIL FREE—No smudged or 
soiled hands or clothing. 

; @ FAST, EASY HANDLING—NO 
CARBONS to handle means more 
time for employees to attend 
to other duties. 


@ Adaptability to all types of 


processing—NCR Paper is 
: ideal for forms that will be 
handwritten, typewritten or 
& 


machinewritten. 
All types of forms on @ INHERENT SAFETY FACTOR—NCR 
NCR PAPER are cleaner, more Paper. Sat a Geen eae Sy 
is without detection. 
permanent, easier to handle! 





ee | payment 
~ Sag INTERVALS 








| 


Contact your local printer or forms supplier for a demonstration of 
NCR Paper. Its time- and money-saving advantages will amaze you! 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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More protection in depth from Liberty Mutual 


f 


Why your insurance costs go down when Liberty Mutual 
handles your workmen's compensation 


The price you pay for workmen’s compensation insur- 
ance hinges directly on the cost of accidents and losses 
and your insurance company’s cost of doing business. 

Through protection in depth Liberty Mutual not only 
helps you prevent accidents, but lessens their impact when 
they occur. Added to this forward-looking concept of loss 
control is Liberty’s outstanding record for keeping operat- 
ing expenses at a minimum. Year in, year out, these ex- 
penses are lower than the average for all companies (as 
shown by 1958 Loss and Expense Ratios —— New York 
Insurance Department). 

Important? In the year 1958 Liberty's workmen's com- 
pensation policyholders received $22,900,000 in savings — 
$4.8 million under retrospective rating plans and $18.1 
million in dividends. We have also helped many policy- 
holders earn experience rating credits which will reduce 
their future premiums. Liberty Mutual policyholders enjoy 


premium discounts allowed under rating plans in the 
amount of a little more than $3 million. 

Such savings have helped make Liberty Mutual the 
leading writer of workmen’s compensation insurance every 
year since 1936. 

Want to see your compensation costs go down? Write 
or phone your nearest Liberty Mutual office. There are 146 
of them located all across the country. 


Look for more from 


LIBERTY MUTUAL 


...the company that stands by you 


LIBERTY MUTUAL INSURANCE CO. » LIBERTY MUTUAL FIRE INSURANCE CO. + HOME OFFICE: BOSTON 


Business Insurance: Workmen's Compensation, Liability, Group Accident and Health, Fire, Fleet and Crime 
Personal Insurance: Automobile, Fire, Inland Marine, Burglary, Homeowners’ 
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Workshop for management—practical ideas you can use right now 
This round-up of ideas—based on experience of firms throughout the country 
—tells you how to cut costs, save time, build sales and profits. 

How to cure those costly “I’ve got a cold” absences 3 
Many reported colds aren't colds at all— they're just excuses to stay home. 
Here's how to cure so-called “sickness absences” that sap your profits. 

32 ways to use a camera in your business 
Cameras, used imaginatively, can do an endless variety a ag building and 
cost cutting jobs in your firm. These case histories show how. 

What does it cost when you lease an auto fleet? 


For strictly cash reasons, more and more firms are leasing a auto fleets, says a 
major survey. Here’s why, in a fleet leasing company president’ s own words. 


How tc: Si ene... heck ee ea ee 


Because its distasteful, the job of firing someone is often mishandled—to the 
company’s detriment. Here, an expert tells how to do it effectively. 


How to develop saleable new products at low cost.. 


Answers to these eight questions can get you past new » product development 


pitfalls. Here also are tips on how to use product development funds best. 


How to keep people from bothering you 
Here are eight positive methods you can use to destroy your communications 
with others, guaranteed to keep people—and their ideas—out of your hair. 


How to motivate your salesmen 


This checklist—based on the experience of experts—can hel you : evaluate 


and possibly improve the methods you use to motivate your salesmen, 


Workability with livability in this president's office 


Natural materials, colors and textures give the office of Boston Envelope Co.’ $ 


president a warm and comfortable effect. 


How to beat your competition—with service 
Salesmen who give extra service often make the most sales. Here are 15 
“extra service” methods your salesmen can use to attract and hold buyers. 
How to get a man to really work hard 


In every man is an all but limitless potential for productive work. To release 
this potential, give him control over his job. Results may startle you. 


How to uncover hidden hazards in your “safe” plant.......... 


Even Rg safe plants often house costly safety haz ards. These case 
histories show how to eliminate the hazards that are commonly overlooked. 


Departments and short features 


Yours for the asking .....................0.0..- 13 Thought starters .... 
Do you know the law? .................. 21 Index to advertisers 
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“Looks like 
I'll be here all night, Boss, 
there's not a garage-open”’ 





Avoid costly breakdowns! Lease trucks from Hertz/ 


NO UPKEEP...NO INVESTMENT 


Had any “trouble” calls lately that meant a delay in shipment or costly repairs? 
Switch to Hertz Truck Lease Service with the assurance of having a fully serviced 
and maintained fleet. Hertz provides new GMC, Chevrolet or other sturdy trucks, 
Or, we'll buy your present units, rebuild them if needed, lease them back to you. 
Either way, Hertz keeps them in top operating condition. 

Hertz reduces all your fleet accounting and upkeep problems to the writing of one 
budgetable check per week. You get out of the truck business and back into your own 
business. In addition to long term truck leasing, Hertz also rents 
extra trucks by the hour, day or week for your peak periods or 112474 P4 
any emergency. Rely on Hertz—America’s No. 1 truck lessor TRUCK LEASE 
—with more than 500 stations in the U. S. and Canada. 


For more information, call your local Hertz office. Or write for the 
fact-filled booklet, “How to Get Out of the Truck Business,” to Hertz 
Truck Lease, Dept. D-2, 218 S. Wabash, Chicago 4, Iilinois. 
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Prerequisite 

for PractiMation: 
Practical business 
equipment, so easy, 
to use that no special 
personnel are needed 


to operate it. 
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A new word, which means more than automation, 


for it is the custom-fitted application of today’s finest 


automation equipment to your particular needs... 


Friden announces a new concept of office automation 
... automation so hand-in-hand with practicality, there 
can be no other word for it. 

This is a culmination of Friden’s years in integrated 
data processing research and development. It is Friden’s 
assumption of responsibility for the most important 
phase of automation—its practical application! 

The first step to PractiMation is a critical analysis 
of your office. Second, an outline of your objectives 
for increasing the efficiency of your present employees. 
(No need to think in terms of replacements or additions 
to your staff.) Then, consult your Friden man. He is 
an expert in his own right, and has solved a good many 


problems similar to yours. His help can be invaluable. 

That is “‘phase one” of your program. Next, you need 
equipment. Practical equipment, which can be used by 
your present personnel without special training; equip- 
ment which is sanely priced, easy to install. And, above 
all, equipment which is expandable with your business. 
But with so many business machines available today, it’s 
hard to choose a particular one or combination of them 
which would be most practical for you. 

PractiMation is Friden’s answer. PractiMation is your 
guide to selecting the right machine for the right job at 
the right time. Here is a brief description of some equip- 
ment which Friden makes, sells, installs, and services: 
















The equipment at left: 
A. Friden SBT Calculator —the famous 


**Thinking Machine of American Business.”’ 
Touch-one-key simplicity. Performs more 
steps in figure-work without operator deci- 
sions than any other calculating machine. 


B. Friden COLLECTADATA® —a new sys- 
tem for accumulating data from many or 
widely separated points of origin, and for 
channeling it to a central processing point. 
Stations may be strategically located in any 
number of departments where data originate. 
C. Friden FLEXOWRITER® (Model SPS) 
and SELECTADATA®—the Flexowriter is 
an automatic writing machine which pro- 
duces a code-punched tape while writing an 
original document. The punched tape auto- 
matically creates other records, eliminating 
the continuous and costly manual reprocess- 
ing of data. The Selectadata searches out 
and prints selected data in punched tape. It 


can be programmed to select specific items 
in invoicing, names and addresses, any of 
scores of specified item data. 

D. Friden JUSTOWRITER® —any typist 
becomes a skilled type compositor as her 
typing on the Recorder unit produces both 
a typewritten sheet for visual check and 
punched paper tape which the Reproducer 
unit “reads” and reproduces with all lines 
perfectly justified. Automatically provides 
professional-looking composition for offset 
reproduction right in your office. 

E. Friden ‘Natural Way”’ Adding Machine 
(Model ACY) America’s most versatile adding 
machine, subtracts and multiplies too. Full 
figures entered on keyboard register in 
Visible Check Window before they are printed 
or added. ‘Natural Way’’ Friden-patented 
keyboard ‘“‘cradles”’ the working hand. 

F. Friden ADD-PUNCH® (Model APT) — 
Outstanding example of punched tape ac- 
counting efficiency. Lists figures and totals 





on adding machine tape .. . at the same time, 
selected data is punched into tape to pro- 
gram for subsequent automatic processing— 
payrolls, audits, inventory control. 

G. Friden COMPUTYPER® (Model CTS) — 
writes and figures a complete invoice in one 
operation with virtually no operator inter- 
vention. Reads alphabetical or numerical 
data from punched tape, edge-punched cards 
or tabulating cards; data not pre-punched is 
entered through the typewriter keyboard. 
The Computyper CTS and any good typist 
make up an entire billing department. 


These are a few of the amazing machines 
Friden offers the world of business to increase 
general office efficiency. PractiMation, you'll 
find, can work for your company too. In 
Friden’s file there probably is a proven answer 
to the specific problem of your office. For in- 
formation call your local Friden office or write 
to Friden, Inc., San Leandro, Calif. 


© 1960 FRIDEN, INC. 


> triden 


FRIDEN, INC. SAN LEANDRO, CALIFORNIA @ SALES, INSTRUCTION, SERVICE, THROUGHOUT THE FREE WORLD 
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The 


new 
language 
that money 
talks 














... is a precise language. It insures that 
John Doe’s check will be charged to his 
account . . . not yours. Thanks to this new 
language banks are speeding up check han- 
dling procedures, eliminating bookkeeping 
errors, and saving hundreds of thousands of 
dollars a year. 


The special characters used in this new 
language are printed in magnetic ink to 
exact specifications. A. B. Dick offset check 
imprinting equipment is meeting these 
specifications today in leading banks and 
check printing companies throughout the 
country. 


Exact reproduction of the new language that 
money talks marks another advancement 
by A. B. Dick Company in the field of re- 
corded communications. Write A. B. Dick 
Company, Chicago 48, Illinois for details. 





DUPLICATING PRODUCTS 
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NEW 
| SUNROC 
COOLERS 


aN GE AS 





TWICE AS LONG AS ANY i 
OTHER COOLER you CAN B 


ax VaX Vax. YexivextieN! 











PACKAGED COOLING solves the service problem. 
Entire cooling package can be replaced in minutes 
... cooler cabinet remains connected to plumbing. 





‘ First with coil cooling, first with concealed plumb- . 7 : ” sa | 
ing, first with color—now SUNROC introduces 

PACKAGED COOLING in new flush-to-wall and SUNROoc 
wall-hung coolers. PACKAGED COOLING makes 

these new SUNROC Coolers so much better, so -~—_SSS2M22_ 
good, they can be guaranteed twice as long as any SUNROC CORPORATION 


other cooler you can buy. Buy SUNROC... buya preslnnee ny 
Cooler Lifetime Warranty on efficient cold water Os ae 


“twice as long” Guarantee 









GLEN RIDDLE, PA. 











| 
| 
| 
! 
| Name 
! 
| 
! 











| 

| 

| 

service. (CO Send literature on new SUNROC Coolers 
Firm | 

FOR IMMEDIATE INFORMATION ==! iiss | 
{ City Zone. State. { 


j. °F HH AS I AS SF CS AY SS CS A aa aaa ames awe ae ae co ina 
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Newest Jack Tar Hotel 


Problem: 
Solution: 
Problem: 
Solution: 


Problem: 


Solution: 





uses LEES custom Carpet 


to solve three major problems 


To make rooms look gracious and homelike, yet 
mask soil and cut maintenance headaches 


LEES custom-designed Axminster in two color- 
ings (green crosstone and beige crosstone) 


To make corridors look wider, to create color- 
relation with rooms, to take the brunt of traffic 


LEES custom design in a rugged, three-frame 
Wilton with specially devised cross-stripes 


To anticipate faster wear-rate at room entrances 


LEES custom-designed insets in a ground color 
common to rooms and corridors, placed at room 
entrances, easily and quickly replaced 


Wynn Shaffer, N.S.1.D., of Western Contract Furnishers, who selected 
carpet for San Francisco’s (and Jack Tar’s) newest hotel, found nobody 
to match LEES for service, quality and ability to provide these solu- 
tions at the right price. Now, while you're in the planning stage, write 
for the name of the LEES commercial specialist nearest you, and for 
free brochure. James Lees & Sons Co., Bridgeport, Pa. 


those heavenly carpets by (CES 
® 
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NO OTHER CHAIR SITS SO EASY AS THE 


Monin Delure Folding Aru Chain... 


and folds so flat...only 3” 


Priceless comfort, rare luxury, ex- 
treme serviceability . . . all yours 
to enjoy with this unique Clarin 
creation. The upholstered, bonded 
foam rubber seat, back and arms 
provide relaxing delights never 
before achieved in auxiliary seat- 
ing. Practically designed to serve a 


POS POSS OEL SE CT SSE F OSES EHO SSO MSSOSOS ESO OOD SePreeereeensreerereerenreresr 
‘ 


CLARIN MFG. CO., 4640 W. Harrison, Dept. 47, Chicago 44, Ill. 


Without obligation, send complete information on Clarin 


Auxiliary Seating. 


Firm Name______ ee 


Street Address 
City Zone. 
individual's Name 


Pioneers in Auxiliary Seating. Est. 1925 
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variety of seating purposes for 
office, school, hospital, church 
and other institutions. 

This is only one of several Clarin 
patented originals that were cre- 
ated to give you extra seating 
facilities without using extra 
space. Colors galore for any decor. 


Write 


or GUARANTEED 


Send +4 10 FULL y Model 


State. Coupon - YEARS 3417-GGAC 


Ac CLARIN Manufacturing Co., 4640 W. Harrison, Chicago 44, Ill. 
(Circle number 117 for more information) 
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Give profits a lift with 
THE CALL DIRECTOR telephone! 





The Call Director telephone is available in 18-button and 30-button models—in green, gray or beige. 


Just look at the ways you can use the 
Call Director telephone to increase 
operating efficiency and profits... 


¢ You can talk with others in your 
office, store or plant by merely push- 
ing a button or dialing a number. 
If you get a busy signal, a special 
““camp-on’’ feature automatically 
connects you when the line is free. 


You can add another inside person 
to an outside call and have a three- 
way conversation. You save the time 
and bother involved in transferring 


calls back and forth. 


You can set up a telephone confer- 
ence with as many as six people—at 


BELL TELEPHONE SYSTEM 





the touch of a button. Several differ- 
ent conference groups can be ar- 
ranged. No need to reserve meeting 
rooms. No lost time in corridors and 
elevators. You get down to business 
fast by phone, right at your desk. 


¢ You can have as many as 29 outside, 
extension or intercom lines at your 
fingertips all the time. You get more 
done, because you don’t have to 
leave your office so often. 


Never before could a business 
phone serve you so effectively! 


Learn how the new Call Director tele- 
phone with Bell System intercom can 


be tailored to your firm’s exact needs 
and improve its profit picture. Just call 
your Bell Telephone business office, 
and a Bell representative will bring 
you the whole story. No obligation. 





This six-button telephone also offers 
a range of flexible intercom features. 





MANAGEMENT METHODS 

















YOURS 


FOR THE 
ASKING 











These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


items listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 
File planning kit 


Tab Products Co. offers a kit 
which simplifies layout or re- 
arrangement of filing systems. 

It contains a planning grid with 
pressure-sensitive templates of new 
shelf-type Spacefinder files. 

With this layout aid, you can 
compare your current filing capaci- 
ties and space consumed with the 
new space-saving files. 

For a free Spacefinder filing kit, 
circle number 218 on the Reader Serv- 
ice Card. 


» 4 


How to use a photocopier 


F. G. Ludwig, Inc. offers a book- 
let listing 115 ways a photocopy 
machine can save you money. 

The applications extend to every 
phase of business and checklists 
given will suggest many practical 
uses for copying equipment within 
your organization. 


For a free copy of this 12-page book- 
let, circle number 265 on the Reader 
Service Card. 


Vv 


How to author a business book 


Here’s a helpful guide for all 
authors—or would be authors—of 
business, technical or professional 
books. 

Published by F. W. Dodge Corp., 
the 50-page manual gives down-to- 
earth suggestions on how to organ- 
ize and develop ideas into a manu- 
script with publication potential. 

The easy-to-follow text answers 
many questions about the writer- 
publisher relationship. 

It also presents practical check- 
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lists for article organization, prepa- 
ration and contractual obligations. 

For your free copy of “Writing and 
Publishing Your Technical Book,” circle 


number 264 on the Reader Service 
Card. 


WwW 


How to plan visual aids 


A 24-page booklet, “Graphic Vis- 
ual Control,” plus many other mate- 
rials which aid in planning a visual 
aid program, are available from 
Graphic Systems. 

The kit included a collection of 
25 tested ideas for tailoring a system 
to individual requirements. Each 
idea is illustrated with suggested 
applications. 

For a free copy of this visual aid 


package, circle number 258 on the 
Reader Service Card. 


Ww 


Facts on the Australian market 


A complete rundown on charac- 
teristics and potentials of the Aus- 
tralian market is given in a 40-page 
brochure published by J. Walter 
Thompson Co. 

If your company is considering 
expansion in this market, the wealth 
of statistics presented on consump- 
tion and distribution data will be 
helpful. 

For a free copy, circle number 217 
on the Reader Service Card. 


Ww 


Uses for pneumatic tubes 


How automatic tube dispatch 
systems can speed paperwork and 
production processes is discussed 
in a booklet by Airmatic Systems, 
Inc. 

Besides regular correspondence, 
these systems are useful in rapid 





delivery of records, test samples, 
small tools, office supplies, reserva- 
tions, currency and many other 
items handled daily in the course 
of business. 

If you'd like a copy of this 52-page 
illustrated manual, just circle number 
216 on the Reader Service Card. 


vW 


Copying machines comparator 


To compare the features of 10 
different copying machines, use a 
slide rule device offered free by 
Minnesota Mining & Manufactur- 
ing Co. : 

The comparisons cover cost of 
machine, cost and speed per copy, 
maximum size and 11 other impor- 
tant details. 

Although designed to show off 
the features of Thermo-Fax, the 
copying unit made by 3M, the de- 
vice objectively presents the ad- 
vantages of other machines. 


To secure a slide rule without charge, 
circle number 254 on the Reader 
Service Card. 


WwW 
Catalog of business booklets 


There’s a wealth of information 
—much of it free—cataloged in the 
1960 edition of the Business Li- 
brary index published by Cities 
Service Petroleum Co. 

Booklets included cover a wide 
variety of subjects in the areas of 
management, sales and service. 

There are handy order forms to 
requisition the free booklets. Where 
any charge is involved, cost and 
source are indicated. 

For your copy of this Business Li- 
brary Catalog, circle number 253 on 
the Reader Service Card. 
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TIRED OF WIRING 








..- AND REWIRING 





--- AND REWIRING 








THE SAME PANEL 








Why waste valuable operation time 7? 
«2»: Order additional panels now! 


























General Offices: High Point, North Carolina 
West Coast Office and Warehouse: San Francisco, California 
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the most good 


Most offices and plants today 
have vending machines... 
some, just a few for cigarettes, 
coffee and candy .. . others, 
elaborate installations serving 
everything from cold sandwiches 
to whole hot meals. These handy 
machines provide new-found 
convenience, and oftentimes save 
the company thousands of dol- 
lars a year in time lost on coffee 
breaks, meal periods and 
snacking. 

Few companies, however, 
achieve maximum benefit from 
their vending machines for lack 
of one element . . . the proper 
change to put in the machines. 

True, perhaps 30% of today’s 
machines have built-in coin 
changers, but “built-ins” gen- 
erally do not provide adequate 
capacity. And lack of proper 
change means work interrup- 
tions, perhaps a special employee 
to make change, and most of all, 
valuable time lost while hunting 
for change. If, for example, you 
employ 500 people earning an 
average wage of $1.50 per hour, 
just 3 to 5 minutes a day per 
employee, lost hunting for 
change can be costing you 
$31,000 a year. 

Large capacity, separate coin 


teats ll agi, ial lll, aay, aaa, Cap 
ee ee ee 


wma & 


changers, on the other hand, lo- 
cated near vending installations, 
have been proved to eliminate 
this lost time, speed up use of the 
machines, and increase machine 
sales and profits. Separate coin 
changers, for example can reduce 
coffee break time up to 20%. 

Although excellent separate 
coin changers have been on the 
market for several years, man- 
agement has been somewhat 
hesitant to install them with their 
machines because of the capital 
investment required, without any 
direct visible return. A rapidly 
growing number of aggressive 
vending operators, however, are 
recognizing the many benefits 
they, and their clients, can gain 
from separate changers. 

And now, Standard Change- 


STANDARD CHANGE-MAKERS, 


422 EAST NEW YORK STREET, 






Makers, Inc., the world’s largest 
manufacturer of separate chang- 
ers, is making its machines avail- 
able on a financed or lease basis. 
Through Standard, it’s now pos- 
sible for you, or your vendin 
operator, to install these con- 
venient companions to your 
vending machines for as little as 
$3 to $7 a month. 

Get the most from your vend- 
ing machines. Write Standard 
Change-Makers today for full 
information on their machines, 
finance and lease plans. Standard 
builds a complete line of single 
and multiple coin changers, 
manual and electric, all with 
built-in protection against all 
types of vandalism. Machines 
and their money content can be 
insured, too. Write today! 


INC. 


INDIANAPOLIS 2, INDIANA 
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BURROUGHS ELECTRONIC ACCOUNTING MACHINES 
AT UNITED AIR LINES EMPLOYEES CREDIT UNION 
REDUCE TRIAL BALANCING TIME 80% 


The seene: Credit union of the first transcontinental airline to fly the new Douglas DC-8 jet 
Mainliner® The jeb: payroll-deduction accounting for its 17,300 members. The equipment: 
Burroughs F-4000 Electronic Accounting Machines with Automatic Reader. The results, in the 
words of E. J. Langel, Credit Union General Manager: “Trial balancing time was reduced 80%. In- 
stead of five extra people working three nights, our staff completes the job in 12 regular working 
hours. We also reduced daily posting time 40%. All this with no system change.” Burroughs—TM 









Credit union or corporation — Burroughs Systems Counselors 

can provide you with result-getting equipment that ranges Ea Burroughs 
from electronic and electro-mechanical accounting machines =» 

to giant computers. Just call our nearby branch. Or write ¢* 2 
Burroughs Corporation, Burroughs Division, Detroit 32, Mich. orp or at 10m 


“NEW DIMENSIONS / in electronics and data processing systems” 
(Circle number 114 for more information) 
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End high telephone bills! 





... speeds inside calls... 
PAYS FOR ITSELF! 


Kellogg’s low-cost Direct-A-Call always keeps you in 
touch with your staff: never a busy signal or switch- 
board jam. Save on expensive telephone rentals, 
streamline daily business routines...use Direct-A- 
Call for inside calls, free your regular telephone for 
outside calls. Two-to-seven station systems available, 
with voice paging and talk-back speaker option; regu- 
: lar telephone transmission quality; backed by ITT— 
* Kellogg research. 


COMPARE THESE COSTS! 

e Monthly rental for regular 5-button telephone, $10.45 or more* 
(and the rental never stops). In 19 months you pay $198.55. 
@The total cost of a 5-station Direct-A-Call system is $195 
(plus modest installation charges). 


In 19 months Direct-A-Call pays for itself—you own the 
system—gain added dollars in increased staff efficiency! 
Whether you need a simple 5-phone Direct-A-Call, or a com- 
plete 500-phone installation with private automatic switch- 
board, Kellogg can provide the counsel and equipment that 
will save precious dollars. 


Fill in the coupon below 
for complete information. 


, Actual Size 


*average monthly cost 
for typical area 


Kellogg Switchboard and Supply Company, 
Commercial Products Dept. 
6650 South Cicero Avenue, Chicago 38, III. 


O Please send me complete details on Direct-A-Call. 


0 I am interested in larger systems. Have your representa- 
tive call to analyze my office intercommunications needs. 


0 I would like a demonstration of Direct-A-Call in my office. 





CHICAGO, ILLINOIS 





Kellogg Switchboard and Supply Company 
6650 South Cicero Avenue, Chicago 38, Ill. 
Communications Division of Company 
International Telephone and Telegraph Corporation 


Name Title 








Address 
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Your company is judged by the office you keep... 
ae 


This Cole office is designed for a busy executive 
. .. one who insists on the prestige of fine furni- 
ture combined with efficiency. Notice the marked 
individuality of the colorful, two-tone executive 
desk, the chairs contoured to fit your body. Note 
how the credenza and table blend with the decor 
of the office. Here, indeed, is an atmosphere of 
personal comfort and good taste that immediately 


COLE 


NEW YORK CITY ¢* CHICAGG ¢ PHILADELPHIA ¢ LOS ANGELES 


puts clients at ease while providing an inspiring 
setting in which to work. This is but one example 
of how Cole will enrich your office with furniture 
of distinctive styling and lasting beauty. See for 
yourself why Cole is so far ahead in the office 
equipment field. Send for our FREE color catalog 
... today! Cole Steel Equipment Company, Inc., 
Dept. 46, 415 Madison Ave., New York 17, N. Y. 


SAN FRANCISCO ¢ HOUSTON ¢ ATLANTA ¢ TORONTO, CANADA 


(Circle number 118 for more information) 
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The UNITRAY system of vertical card 
handling is the only complete system 
WE-WiE-Vol lm deolet- ance) miel-1-Mi dal geleloialel ei aa cele l a 
fo TS ok- Wah deal -Seh Ou -O-ar- We okelet ¢-. amok ae- Mi _lolad_ag 
rack, a compartment of atruck, a draw- 
(Tie ia e- Wh ail -Meol it t-mr- Wl otolaalcllal- diols Mhi-1-leliale| 
and receiving tray, UNITRAY performs 
with ease and speed. In addition UNI- 
TRAY eliminates card juggling, protects 
cards and cuts travel time by as muchas 
50%. The UNITRAY system reaches 
peak efficiency when integrated com- 


" pletely within the department. 


If you’re not now enjoying the bene- 
fits of UNITRAY’S around the clock per- 


‘formance, why not drop us a line? A Card 


Handling brochure is yours for the 
asking. Upon request, we'll also under- 
ike a Card Handling survey. 























DATA PROCESSING 
ACCESSORY 
EQUIPMENT 


“Wy 
e 
LINE 


THE WRIGHT LINE, INC./ 160 GOLD STAR BLVD./ WORCESTER, MASS. 
In Canada - THE WRIGHT LINE of CANADA LTO./ DON MILLS TORONTO 





thanks to 





0] o> 4 


automatic xerography... 





REDUCE DRAWING-STORAGE SPACE UP TO 95% 
Save *20,000 to *100,000 yearly on time, labor, and materials! 


How would you like to reduce—by as 
much as 95%—the storage space you 
now allot to active and inactive engi- 
neering drawings? 

In so doing, you’ll also reduce time 
and labor costs dramatically. Savings as 
high as $100,000 a year can be achieved 
because of a spectacular breakthrough 
in storage and 
reproduction 
techniques. 

This devel- 
opment, called 
a unitized mi- 
crofilm system, 
has three basic 
steps: micro- 
filming origi- 
nal drawings 
or changes; 





mounting individual frames into die- 
cut apertures of data-processing cards; 
and, from the cards, automatically en- 
larging the microfilmed drawings by 
xerography, fast and economically, in 
a XeroX® Copyflo® 24C continuous 
printer. 

Dry, positive prints, translucent in- 
termediates, or offset paper masters 
emerge at the rate of 20 feet a minute. 
They are automatically cut, and ready 
for immediate use. 

The aperture cards, which may be 
machine-sorted for any combination, 
are stored in miniature working files, 
occupying only a tiny fraction of the 
space required by blueprints, interme- 
diates, or originals. 

There is no refiling. The quality of 
xerographic prints is superbly high, yet 


PUSH THE BUTTON...AND COPIES FLOW! 
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they are so inexpensive that engineers 
are urged to discard them after use. 


Unitized microfilm systems offer 
many other striking economies in time, 
money, and materials. Our booklet X- 
287, showing the many benefits, is yours 
for the asking. Write HALomi XEROox 
Inc., 60-187X Haloid St., Rochester 3, 
New York. Branch offices in principal 
U. S. and Canadian cities. 


Overseas: Rank-Xerox Ltd., London. 


HALOID 
XEROX 
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DO YOU KNOW THE LAW ON 








Escalator clauses 

































ARE PRICE ADJUSTMENTS VALID AND ENFORCEABLE?’ 


} The question— Are escalator clauses, which provide for 
4 future price adjustment, enforceable in sales contracts? 
) The answer—Yes. They are valid and enforceable if 
é the court can ascertain the price by using the clauses. 
4 


Case one— A contract between an automobile manufac- 
turer and a dealer provided that the manufacturer 
would sell parts to the dealer at its list prices. In a sub- 
sequent lawsuit, the manufacturer contended that this 
contract was void for uncertainty. 

By its decision, the federal court held this price stipu- 
lation sufficiently definite and binding. “There is no 
objection to a promise that is indefinite so long as the 
parties can tell when it has been performed and it is 
enough if, when the time arrives, there shall be in exist- 
ence some standard by which the prices can be tested. 

“It is often said of such a standard that it must not 
be within the uncontrolled power of the promisee as, 
for example, that the promisor shall buy at any price 
which the promisee may fix. Yet, if there be an in- 
dependent consideration it is hard to see why, on 
principle, such a promise is unenforcible, however in- 
considered and unwise. 

“The case is quite otherwise if the performance be 
dependent wholly on the promisor’s pleasure, since in 
that case it binds him to nothing at all.” 

Moon Motor Car Co. of N.Y. vs. Moon, 29 Fed. 2d 3, 
Nov. 19, 1928. 





Case two—Under a contract for the manufacture of 
airplane equipment for the United States, a manufac- 
turer subcontracted the making of “toolings” and “jigs” 
in addition to certain airplane parts. This subcontract 
stipulated: “Price reduction or increase due to engineer- 
ing, material or method changes shall be subject to 
negotiations prior to acceptance of such changes by the 
subcontractor. 

“Prices as noted on this subcontract are subject to 
revision either upward or downward after completion 
of the first 100 units, this revision to be based on an 
actual study of a cost analysis kept by the subcontractor 
during the period of fabrication.” 

Subsequently when the parties were unable to reach 
an agreement on a price revision, the manufacturer 
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time savers 


for busy office workers! 









self-adhesive 


FILE FOLDER LABELS . 


FASTEST TO USE 
NEATER APPEARANCE 
CLEANER, TOO 








Modern as today’s satellites, Avery File Folder Labels are 
applied ina flash! No messy, sticky moistening — just the 
touch of your finger. So simple — so fast! Easy to type on, 
‘too, in handy sheets with margin and center guides, 

@ 10 color codes and plain white .... in sheets of 8 labels 


| a 


—1o) bashed elst-saa> 


CORRECTION TAPE 


KEEPS HANDS CLEAN WHEN 
CORRECTING FLUID- 
DUPLICATOR MASTERS 






Your hands stay clean because you just press Avery 

Correction Tape over the error on the reverse side of the 
master. Then, type the correction with a light touch. Master 
stays in typewriter . . . no smudged hands or stained fingernails. 
@ Widths of tape, in rolls... 1/6”, 2/6”, 5/6” .. . in convenient dispenser 


self-adhesive 


TABULABELS 


4 TIMES FASTER 
THAN OLD FASHIONED 
ADDRESSING METHODS 


Your mailing and addressing takes on new speed and ease 
with Avery Tabulabels! As fast as they are imprinted 

by your tabulator, they are electrically rewound into easily 
handled rolls. Then each label is automatically dispensed 

for instant application. You can use Avery Tabulabels as 

bin and shelf markers, product and carton identification, 

plus many other uses. 

@ Stock label sizes, in rolls... 3-1/2” x 5/16”, 4” x 1-7/16”, 5” x 15/16” 


























‘ 

AVERY LABEL COMPANY, DIV. 150 | 

117 Liberty St., New York 6 « 608 So. Dearborn St., ! 

Chicago 5 « 1616 So. California Ave., Monrovia, . 

California e« Offices in Other Principal Cities ; 

| Please send FREE samples of Avery Self-Adhesive: ; 

‘ , (C) File Folder Labels (1 Correction Tape i 
ree samples are yours 

forthe asking... ' C) Tebuledels ; 

mail the coupon for =! wy Name ' 

yours today! = ‘ 

! Company ' 

then get your regular i Address ee eee ‘ 

supply from your , ‘ 

stationery dealer , City Zone___State : 
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your 
Comfort 
Index* 
this 

month? 





Jack Lightfoot, LOCKHEED staff engineer working on 
the Polaris Missile for the Navy, explains why the 
COMFORT INDEX in Santa Clara County means 
better living to him. “It doesn’t matter whether it’s 
January or July around here—I can take off for the 
golf course any week end. And, frankly, I feel that 
I accomplish more on the job in this year ’round 
mild climate: 


Both management and employees have a lot to 
gain from the mild Santa Clara County climate. 
Productivity goes up as your COMFORT INDEX 
approaches the ideal level. But you get more than 
exceptional livability. This unique location at the 
Southern tip of San Francisco Bay places Santa 
Clara County right in the market and transporta- 
tion center of the West. 


First, compare the COMFORT INDEX of each 
potential industrial site. When you add the other 
advantages, every fact points to SANTA CLARA 
COUNTY for maximum livability and productivity. 





*COMFORT INDEX — One of many terms used to describe 
the exact point at which the climate of a particular area 
approaches an ideal combination of moderate temperature 
and low humidity. 

















SEND TODAY for these two booklets and 
bring your plant site research file up to date: 
“What Do You Mean—COMFORT INDEX?” 
and “NEW INDUSTRY SPEAKS” 





GREATER SAN JOSE 
CHAMBER OF COMMERCE 
Dept. 17, San Jose 13, California 


SANTA CLARA COUN A eeniy 


*. of ted — 
tecese Pe nt ™ 
‘a 


(Circle number 169 for more information) 


22 













withheld payment and the subcontractor sued for an 
unpaid balance of $98,865.43. In his defense, the sub- 
contractor argued that the prices established by these 
contracts were mere estimates. 

The court ruled in favor of the subcontractor. The 
manufacturer then appealed to the federal appellate 
court. In affirming the judgment of the first court, the 
appellate court said this about the establishment of 
prices which depend on future developments: 

“It is the general rule that a contract price must be 
definite and certain or capable of ascertainment from 
the contract itself, else it cannot be enforced. If, how- 
ever, the contract contains matter which will enable 
the courts to ascertain the terms and conditions on 
which the parties intend to bind themselves, it will give 
effect to the manifest intention of the parties. 

“The courts will not permit the contract to fail for 
want of a formal detail which can be supplied within 
the framework of the contract itself. Thus, if a contract 
provides for the payment of a reasonable or a just and 
equitable price and the parties are unable to agree upon 
what is reasonable or just and equitable, the courts will 
imply that the parties intended for the court to deter- 
mine a reasonable price as a consideration for the 
contract.” 

Beech Aircraft Corp. v. Ross, 155 Fed. 2d 615, Kansas, 
May 20, 1946. 


Case three—An oil company, Coffield & Guthrie, 
brought suit against a refinery in Texas, to recover for 
oil delivered to the refinery for which it had not paid. 

The contract between the two companies said that 
the dealer would sell and deliver to the buyer “at the 
price posted by Coffield & Guthrie, which price shall 
be based on average posted price by any three of the 
major companies for like grades of crude oil in the area 
in which it is received by said Col-Tex Refining Co., 
plus 12% cents per barrel.” 

This provision, the refiner argued, was fatally indefi- 
nite and vague and for that reason, unenforceable. A 
lower court judged in favor of the seller for the price of 
the oil. 

In upholding that judgment, the federal appellate 
court said: 

“It is quite plain that, on their face, the terms in the 
contract attacked by the refiner as indefinite, ‘in three 
of the major companies’ and ‘area’ are not on their face 
indefinite nor ambiguous. It is equally plain that the 
evidence that was introduced of long and continuous 
dealings between the parties without dispute or diffi- 
culty of any kind as to the price agreed to be paid was 
sufficient to remove any indefiniteness and ambiguity. 

“It is even plainer that the refiner has put up a straw 
man to knock him down, for the contract expressly 
binds the refiner to pay a sum precisely fixed as ‘the 
price posted by Coffield & Guthrie, Inc.’ It is true 
the contract does go on to state upon what this price 
shall be based. This statement, however, does not inject 
any element of uncertainty into the contract. It mere ly 
furnishes a basis for adjusting Coffield & Guthrie’s 
posted price if that price seems or is out of line with 
prices generally prevailing in the ean 

Col-Tex Refining Co. v. Coffield & 

196 Fed. 2d 788, Texas, May 10, 1952. 


> Guthrie, Inc., 
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write 
IL BALC4, . 


check 
it once... 


the rest 1s 
automatic! 






DITTO one-writing systems 


automatically duplicate all or any part of the information on every form. 


ee eg 7 A SYSTEM FOR EVERY BUSINESS 
Trite wa - i ~ 
Write it once—on a specially prepared systems form. Check it! emma OPERATION: From all of the many basic 
Then, duplicate it—on machines created by DITTO for fast systems a DITTO One-Writing Systems, there’s 
handling. (One-Writing DITTO masters can be passed from depart- aes one that can be custom-tailored to fit your 
ment to department—used over and over—depending on your , § needs, It's the fast, sure way to control 


operation.) Carefully designed by experts, DITTO systems are as ath acaiaiee 


modern as a mechanical brain—as simple as two-plus-two—as pom nn nn 

efficient as a Swiss watch. Put DITTO’s leadership-experience in DITTO, INC., 6810 McCormick Road,C hicago 45, Illinois 

systems planning to work for you—mail this coupon today! Gentlemen: Without further delay and at no obligation, please: 
O Send me full information on DITTO One-Writing Systems 
O Have an expert DITTO Systems Representative call on me 


i 

1 

i 

1 

1 

i 

t 

1 Name, Title catddoumeiil 
1 

Company = 
| Address : 

i 

i 


66) For fifty years the helping hand for modern i State 




















City Zone 
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URING the next 12 months, over $3 billion 
D worth of new public school structures 
will be started in the U.S. For a brief period 
in time, each of these proposed schools will 
become an immediate and substantial market 

for all sellers to the schools. 
y OU. Your problem: to identify and reach the 


“owners” before specifications are written 


1] and approved. 


i A new kind of reporting service 


Here is the kind of essential information, now 
available, to help you solve this problem: 
Individual Action Reports—sent to you on a 
daily basis, designed to provide your salesmen 
with these facts: 





e the name, address, and present enroll- 
ment of every school district now build- 
ing or about to build. 


e the type of new structure, and its 
capacity. 
Hereisa remarkable new way e the date that construction will com- 
mence. 
in identify on ee e if new construction has not yet been 


submitted to the voters, the date the 
vote will be taken. 


construction proposals before e the architect’s name, if appointed. 





specifications for your product 


are written or approved. 
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Quarterly Summary Reports—sent to you 
every three months, to provide you with a 
complete summary of all data you received on 
the Action Reports during that 90-day period. 
In addition, this Quarterly Summary will 
contain a complete statistical analysis and 
forecast of school building activity by region, 
by state and by county. 


How this service differs from others 
It differs in two important ways: 


1) Unlike other services which report only 
after an architect has been appointed or new 
construction is announced, this new service 
will include building proposals while they 
still are in the contemplated stage. In many 
cases, school officials will not have announced 
their intent to build as a formal proposition 
to the voters. With this advance information, 
there is ample opportunity to make a creative 
and thorough selling effort before school 
officials are under pressure and before selec- 
tion becomes primarily a matter of price. 

2) This is the only truly national school 
construction reporting service covering all 50 
states. It is made possible by the fact that 
School Management Magazines, Inc., is the 
only organization in the U.S. that is able to 
identify, on a current basis, every public 
school district with over 300 students enrolled. 
Through its subsidiary, School Construction 
Services, a continuing contact is maintained 
with the chief administrative officer in these 
districts. In turn, these officers report /F their 
district is contemplating new construction, 
WHAT is being planned and WHEN building 
will start. 


SCHOOL CONSTRUCTION 
SERVICES 


Here’s how you can benefit 
from this service 
First, the “Action Reports” containing all 
the basic information outlined above will be 
mailed to you the day the data is received in 
our offices. 
Transmit this report to your field sales 
force: 
e It directs their attention to areas where 
activity is taking place. 
e It saves sales time and increases sales 
efficiency. 


e It provides you with a means of closer 
communication and control. 


Second, the Quarterly Summary will be 
sent to you every three months. This report 
lists all activity previously sent out on Action 
Reports and includes complete statistics on 
current construction as well as forecasts of 
future construction by region, state and 
county. 


You can use this report— 
e To measure the effectiveness of your 
individual sales territories and sales- 
men. 


e To plan your future sales strategy and 
tell you where sales pressure is needed. 


e To get facts and information on build- 
ing trends and to determine how much 
you obtained of your rightful share of 
the market. 


Special offer for charter subscribers 

The School Construction Report Service 
will go into full operation on April 1, 1960. 
Charter subscribers will be entitled to advance 
“Action Reports” on a trial basis without 
charge. 

For detailed information and prices, write 
or phone the office nearest you. 


a division of SCHOOL MANAGEMENT MAGAZINES INC. 22 W. Putnam Ave., Greenwich, Conn. 


Offices: New York —141 East 44th Street; Chicago—612 N. Michigan Avenue; Cleveland —55 Public Square; 
San Francisco— The Robert W. Walker Co., 57 Post Street; Los Angeles— The Robert W. Walker Co., 730 S. 


Western Ave. 





' 
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HONEYWELL 





Communicate in confidence with: 


GREATER ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director St. Petersburg, Florida 
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“he TRANSACTER System is an automatic input device, designed © 
and engineered to provide any company with an incredibly accu- 


“tate and rapid information link between many, widely scattered 
“ factory locations and a central data processing center, The unique 


F 


advantages of the TRANSACTER System help to make possible 
a more profitable utilization of the capacities inherent in your exist- 
ing or planned-for data processing center. 

Here’s new accuracy—thanks to completely built-in safeguards 
and controls against human error. 

Here’s new speed—from vastly superior message composition, 
pre-composed before entering the communications system. The 
TRANSACTER System rules out dependence on operator dex- 
terity . . . eliminates queuing and system tie-ups. 

And the Stromberg TRANSACTER System is durable—of com- 
pact, modular construction, quality engineered for heavy, continu- 
ing use in any production environment. 


*Trademark of Stromberg Division, General Time Corporation 


For detailed information and recommendations, write, 
wire or phone Stromberg Division, General Time 
Corporation at Thomaston, Connecticut, or any of the 
65 Stromberg Sales and Service Offices in the U.S.A. 


S EUN EB RA 4 : C.O.8 ? OR: Att. 4AON 
THOMASTON, CONNECTICUT 

















The sound you can see. Unlike record- 
ing media on which you can see nothing, the 
red Dictabelt records viszbly. You see your 
place, play back any part of your dictation 
in seconds. You can’t erase accidentally 
and lose valuable dictation. And inexpen- 
sive, single-use Dictabelt always provides 
unmistakable clarity. 


All controls are on the mike. Because 
of the unique Dictabelt, the Dictaphone 
TIME-MASTER® is the most automatic 
dictating machine made. The entire dic- 
tating procedure is controlled from four 
buttons on the microphone—dictate, 
play-back, corrections and length. Re- 
sult? You concentrate on what you say. 








Designed for dictation. The Dictaphone 
TIME-MASTER is made for just one pur- 
pose—to help you get more work done in 
less time. To speed up office communica- 
tions, find out for yourself just how much 
time you and your secretary can save 
with a TIME-MASTER. Call your nearest 
Dictaphone office for a free demonstration. 


Di h: 
THE SHORTEST DISTANCE BETWEEN IDEA AND ACTION .. . ictap one CORPORATION 


Dictaphone, Time-Master, Dictabelt are registered trademarks of Dictaphone Corp., 730 Third Ave., N. Y. 17, N. Y.; 204 Eglinton Ave. E., Toronto, Canada; 17-19 Stratford Pl., London W. 1, England 
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Clip out and route to: 














Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


bel. 7. y  —ae - tele hs a = ot - 


LET WORKERS 
CHOOSE OWN PARTNERS 


mw MUCH CAN BE GAINED from plac- 
ing compatible workers together. 
An interesting experiment, con- 
ducted by National Foreman’s In- 
stitute, bears out this fact. 

A group of 74 skilled workers 
was given a chance to select the 
men in the group with whom they 
would like to work. Each worker 
wrote down his first, second and 
third choice. 

Partners were then assigned on 
the basis of these choices. Twenty- 
five workers received their first 
choice, 28 their second choice and 
16 their third choice. Eight isolates, 
unchosen by anyone, were ab- 
sorbed into different groups. After 
‘several months of this compatible 
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partner arrangement, an interview 
conducted with each man showed 
that friction had been practically 
eliminated. 

What’s more, before and after 
regrouping records showed these 
significant gains: Turnover rate 
dropped from 3.11% to .27%, Labor 
and material costs reached a new 
low. An over-all saving of 5% in pro- 
duction costs was realized. 


UP WORKERS OUTPUT 
WITH POSTURE CHAIRS 


m YOU CAN INCREASE plant workers 
productivity by the simple expe- 
diency of providing them with 
more comfortable chairs than the 
usual run-of-the-mill seating facili- 
ties. 

Evidence of this is borne out by 
the fact that production § was 
boosted 30% after line workers at 
Sevigny’s Candy, Inc., West Han- 
over, Mass., were equipped with 
office secretarial chairs. 

At the suggestion of an alert 
office equipment salesman, fatigue- 
free posture chairs were ordered for 
all packers. As a result, in less than 
a month the absenteeism problem 
had almost disappeared. Also, it 
was noted that output jumped 
markedly. 

As an extra morale fillip, each 
individually adjusted posture chair 
was inscribed with the name of the 
packer. 

Office workers, it’s been found, 
respond with greater productivity 
by the extra comfort and prestige of 





being provided with armchairs— 
like the boss’—instead of the usual 
armless secretarial version. 


MAKE RULES 
MEANINGFUL 


m= HAVE YOU REVIEWED your em- 
ployee regulations lately? Are they 
outmoded or negatively phrased? 

One executive vice president re- 
cently took a good look at his firm’s 
rules posted throughout the plant. 
The long list had been staring him, 
and everyone else, in the face for 
years—without making any positive 
impression. 

This time he studied the code. 
Regulations, all negatively couched, 
had been tacked on over the years. 
Most were prohibitions flatly stated. 
Some included threats of firing for 
violation. No reasons were given 
why workers shouldn't do this or 
that. He crossed out all these items. 
Others he crossed out forbade prac- 
tices that were now acceptable. 

Ninety percent of the rest could 
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call United 
Being picked for promotion is always a happy occasion. 

And if a change of address comes with the change in title, 
United’s ““Pre-Planned” service will make your moving day 
a safer, easier, more pleasant occasion. You’ll arrive on the 
new job relaxed and rarin’ to go, because United handles 
all the details for you. 

From skillful UNI-PACKING of your possessions ... to on- 
time delivery by SANITIZED* van... you'll get personalized, 
courteous service. 

Whether the occasion calls for a family move — or shipping 
delicate, high-value equipment via United’s special SAFE- 
GUARD service — call your United Agent today! He’s listed 

\ under ‘‘MOVERS"” in the Yellow Pages. 


— pmaneemmemennnssi ete 






* REG. U. S. PAT. OFF. 


‘United 


Van Lines 
Ace WITH CARE EVERYWHERE® 
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be termed, not as arbitrary prohibi- 
tions, but as reasonable, persuasive, 
positive statements why employees 
should observe certain practices 
and precautions. 

The other 10% of necessary com- 
mandments were also phrased in 
more tactful language. 

The end result is a company code 
that gets compliance and support 
from the firm’s personnel as well as 
approval of the union. 


VIEW JOB SATISFACTION 
THROUGH WORKERS EYES 


@ WHAT YOU THINK Creates job sat- 
isfaction may be poles apart from 
the way your employees rank ele- 
ments that contribute to their satis- 
faction. 

This proved true in an experi- 
ment once tried by the National 
Retail Merchants Association. Over 
3,000 employees and 300 employers 
throughout the country were asked 
to rate eight morale factors in 
order of their importance. Here are 
the results of that test: 

Morale Employee Employer 


Item Ranking Ranking 
Credit and 


ns 1 Fd 
recognition 
Interesting work 2 3 
Fair pay 3 1 
Understanding 

ee 4 5 

and appreciation 
Counsel on 
personal 5 8 
problems 
Promotion on 6 4 
merit 
Good physical 
working 7 6 
conditions 
Job security 8 2 


You might try a similar quiz in 
your company. To get workers’ true 
feelings, ask them not to sign their 
names. 


TIME SAVERS 


EQUIP YOUR SECRETARY 
WITH A ROBOT SIGNER 


® BoccED DOWN DAILY by signing 
stacks of letters and documents? 
Why not skip this time consuming 
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chore by supplying your secretary 
with a facsimile signing machine. 
Such signatures can’t be distin- 








guished from the original and are 
legal even on checks and_ stock 
certificates. 

One such device, called the Au- 
topen, can reproduce your signa- 
ture at the rate of 3,000 times in 
eight hours. It can be used with 
any fountain pen in any color ink. 

It can be operated by anyone 
and can be changed in a few sec- 
onds to reproduce different signa- 
tures or text. To prevent unauthor- 
ized use, the machine can be 
equipped with a counter and lock. 

If you'd like more details on this 
facsimile signer, circle number 202 on 
the Reader Service Card. 


PROFIT MAKERS 


DEVELOP JOB 
ROTATION PROGRAM 


@ ONE LARGE CHEMICAL company 
found itself suffering from too 
much ingrown management. Re- 
peated efforts, for instance, to 
effect major cost cutting had met 
with little success. 

Meeting with division heads in- 
dividually awakened the general 
manager to the fact that they were 
too close to their jobs and to their 
people to be aggressive about cost 
reduction. 

That’s when he hit upon the job 
swap idea. Together the group 
evolved a_ rotation program that 
not only gave impetus to a con- 
certed attack or costs, but provided 
a management development pat- 
tern needed to satisfy company 
expansion plans. 

Here, in brief, is how the job 
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Just “touch” the carton 
and there's your label 


Weber Touch-Stenciling—the fast 
easy way to address multiple 
carton shipments... 


No more stencilboards, rubber stamps or 
label typing. Instead, you can print facsimile 
labels directly on cartons with just a “touch” 
of a Web-O-Print hand duplicator. 


Stencils are pre-cut to duplicate your label. 


‘Customer’s name and address or product in- 


formation is filled in on a typewriter or by 
hand. Then slip the stencil on the handy 
duplicator and touch-stencil all the cartons 
in the shipment. The duplicator leaves a 
clean, sharp print that will not fade, rub or 
wash off 


It’s so easy to do. With a smooth, one-hand 
motion 40 to 50 cartons can be addressed in 
a minute. The duplicator holds enough ink 
for several thousand impressions and _ it 
prints anywhere — cardboard, wood, paper, 
smooth or rough, round or flat surfaces. 
After the shipment has been addressed the 
stencil is thrown away, saving filing time 
and space. 


Send for free bulletin on Weber “Touch-Stenciling”’ » 
methods. Packed with ideas on address- 
ing and marking multiple shipments. 


Weber 


WEBER MARKING SYSTEMS, INC. 
Dept. 19-B 

Weber Industrial Park, 

Mount Prospect, Illinois 






FAST, EASY. Stencils are pre- 
cut to your specifications. Type 
or handwrite in the variable 
data and slip on duplicator. 
Takes just seconds to change 
stencils for each order. 


ett 









Send me your bulletin on “Touch-Stenciling” 
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Power Company generates 
good will with COTTON 


* Fairfax toweling used by Arkan- 
sas Power & Light is supplied by 
Independent Linen Service Co., 
: Little Rock, Ark. 


@ As a major supplier of electricity to Arkansas, the Arkansas Power & 
Light Company depends greatly on the efficiency and morale of its em- 
ployees. Customer good will, too, is an important concern. That’s why, in 
its new Little Rock office building and more than a dozen other locations, 
the company uses cotton toweling. 








Employees and customers have both indicated their preference for cotton 
—and management likes it as much as they do. Cotton toweling saves on 
housekeeping expenses. It eliminates litter and fire hazard in wash rooms. 
And cotton toweling is easier to service, too. 

Why not find out how you can benefit with cotton toweling. For further 
facts, w1:te for free booklet to Fairfax, Dept. R-2,111 West 40th St., New 
York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


ot Po, 


fFairtax- Towels ' @ 


xTrive 





WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
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rotation system worked, as reported 
by the American Management 
Association, 

Over a three-year period, each 
division head was moved out of his 
post to a newly created slot of 
greater responsibility — in another 
area. As each manager moved up, 
his old division was taken over by 
the assistant manager from one of 
the other units. 

This rotation had a double-bar- 
relled action. New men in new 
areas could take an objective look 
at existing problems. From = an 
annual expense budget of $100 
million, they were able to save 
$1,800,000 the first year, $685,000 
the second, $450,000 the third year. 

Then the firm’s growth program 
was accelerated by former division 
managers being readied to meet 
the needs of an enlarged top man- 
agement team. 


SHOOT FOR 
FAST TEMPO 


@ IF YOU CAN LIFT THE TEMPO of 
your organization a notch or two, 
youll boost productivity, creativity 
and quality. 

Every firm settles into its own 
gait. Some operate at a snail’s pace, 
others just fast enough to get by. 
Just a few maintain an exhilarating 
tempo. 

Shoot for this fast tempo. Keep 
minds alive, hands moving. 

Keep your executives a little bit 
too busy to slow down. Stir them 
from complacency into higher gear 





by giving them plenty of projects 
—not details. 

But lead, don’t drive. There’s a 
fine line of distinction—one works 
as a spur, the other antagonizes. 
Follow up on assignments, guide 
with a strong hand. 

Set realistic but fast paced time 
limits on projects. Instill the feel- 
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ing that things are happening and 
happening at high speed. 

Progressing at a good tempo will 
make your people think a little 
faster, work a little harder, act a 
little quicker—even walk a little 
faster. 


PROBLEM STOPPERS 


ENCOURAGE 
CAR POOLS 


@ WITH SPACE at a premium, many 
companies are now encouraging 
their employees to form car pools. 

This habit, so widely followed 
during World War II, has many 
benefits for the individual, the com- 
munity and the company. 

The employee gains by reduced 
gasoline and maintenance costs. 
His family likes the pool arrange- 
ment, too, since it frees the car for 
home use. 

Traffic congestion is often con- 
siderably relieved on highways and 
secondary roads leading to the 
plant—with fewer lost tempers, 
dented fenders and less tardiness. 

Car pile-up at entrances and 
exits is relieved and fewer guards 
are needed to direct the lessened 
traffic. 

Car pools reduce the area needed 
for parking accommodations. 


BEWARE OF 
TENSION BUILD-UP 


@ MANy EXECUTIVES suffering ten- 
sion or worse ills are usually ones 
who don't delegate enough, who are 
bogged down with details, and who 
follow an organized disorder pat- 
tern. 

Here is advice, given by one doc- 
tor, on how to direct your energies 
and ration your time to avoid catch- 
ing the stress disease: 

Start earlier. Remember the of- 
fice, not your home, is the place for 
work. If your workday must be 
lengthened, let it be at the begin- 
ning rather than the end of the day. 

Pursue outside interests. They 
will relax you, refresh your mind 
for management decisions. 

Tackle your toughest problems 
early in the morning. Your mind 
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HERE’S 
PROOF 


On a 62,000 sq. ft. 
industrial plant 


in WESTern 
PENNsylvania 









A unique, long-term (20-25 years), 100% Financing Plan at 
average interest rates as low as 334% makes such outstanding 
savings possible. 


Under conventional financing, a 62,000-sq.-ft. plant costing 
$6.25 per square foot would cost $639,735 over 20 years at 
current interest rates of 514%. That is, if you could get financ- 
ing for 100% of the property at that figure. 


This same building, amortized over 20 years using Pennsy]l- 
vania’s 100% Financing Plan, would cost only $555,103—a 
saving of $84,632. 


Compare this with the usual maximum obtainable loan of 50 to 
60% of appraised value and higher interest rates, even up 
to 8%!!! 


You’ll also find a Triple-A Work Force, Centralized Location, 
Favorable Tax Climate and an excellent Transportation Net- 
work—more proof that you should look to WESTern PENN- 
sylvania for your industrial future. 


Want more details on how you can save in WESTern 






e . ; : 
WEST wits PENNsylvania as did many other firms*? Write 
thea 7” 7 today. *Names on request 
PENNsliania 


WEST PENN POWER 


an operating unit of the WEST PENN ELECTRIC SYSTEM 





WEST PENN POWER, Area Development Department 

Cabin Hill, Greensburg, Pennsylvania MM-20 
Yes, I’m interested in details of WESTern PENNsylvania’s labor 
supply—as well as: 

(J Plant Location Services Booklet 

C Relocating or Establishing a Branch Plant 
Please handle in confidence and mail to: 


(100% Financing 
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A firm 
moved to MAINE 
and... 


PRODUCTION 
INCREASED 


30% 


In one full year of 
operation the Maine 
labor force of one of our 
new industries has out- 
produced the former 
force by 30%! 


It’s a happy crew of 
people working in a new 
building that was built 
at a savings of $2.00 per 
square foot. 


It’s an industry that is 
using Maine’s unique 
financing program that 
provides up to 100% of 
the cost of all new con- 
struction. 


The key executives are 
happy, too. Wouldn’t 
you be? More produc- 
tion, lower costs, ade- 
quate financing facilities 
and a home in the state 
of better living — 
MAINE. 


If you’ll write Lloyd 
K. Allen, Commissioner, 
Maine Department of 
Economic Development, 
Room 212, State Capitol, 
Augusta, Maine, your 
confidential inquiry will 
receive prompt attention 
and complete details 
about the advantages 
Maine has to offer your 
business. 


MAINE DEPARTMENT OF 
ECONOMIC DEVELOPMENT 


Augusta, Maine 
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will then be free to handle what- 
ever the day brings. 

Rid yourself of details. Your time 
is worth money. 

Religiously delegate responsibil- 
ity. You can only spread your time, 
energies and concentration so far. 

Relax, when you travel, at least 
part of the time. It will broaden and 
unruffle your outlook. 

Take adequate holidays. More 
than a few days at a stretch are 
needed to unwind from your job. 
Three weeks away from your office 
will freshen and sharpen your mind. 


ATTENTION GETTERS 


GET YOUR BULLETIN 
BOARDS READ 


® BULLETIN BOARDS, all too often, 
are catch-alls in out-of-the-way cor- 
ners. 

To serve the vital purpose of 
effective communication, your com- 
pany bulletin boards should attract 
and maintain the interest of your 
employees. 

To catch maximum attention and 
regular readership, follow these 
simple hints. 

Place your boards in prominent, 
well-lighted places. 

Mount them at eye level for easy 
reading. 

Be generous with large type 
faces, color and illustrations—short 
on long copy and fine print. 

Mount individual items in an at- 
tractive over-all arrangement. 

Phrase your messages in a posi- 
tive, personal approach. 

Include enough good news to get 
other less welcome notices read. 

Don't let your news and notices 
grow stale and dog-eared. Set up 
a planned replacement program. 


PRESTIGE PRODUCERS 


PUBLICIZE YOUR 
FOREIGN VISITORS 


™ Is YOUR COMPANY expecting a 
visitor from abroad? Let your pub- 
lic know about it. It’s a chance to 
foster foreign relations as well as 
goodwill here. 

Coleman Instruments, Inc., May- 


Clear and accurate 


in black & white—out in 


We are geared to meet your 

printing emergencies—while 

saving you time and money— 
with 


XEROGRAPHY 


PHOTO OFFSET 





OFFSET DUPLICATING 


Send us your “hot” Tech. Man- 
uals, Parts Lists, Instruction 
Sheets, Parts Manuals, Stock 
Reports, Price Lists, Drawings. 
Government Clearance for 
Military Specifications. 


THE DULEY PRESS 


208 S. Byrkit St., Mishawaka, Ind. 
Phone: BLackburn 9-5203 
(Circle number 127 for more information) 













MATERIALS 
HANDLING 

_ Cost 

~ REDUCTION 


A preliminary survey made 
without charge will deter- 
mine potential savings and 
the cost. 


We invite your inquiry 


OVER 25 YEARS ENGINEERING 
EXPERIENCE 


GEMAR 
ASSOCIATES 
CONSULTING 


Materials Handling 


ENGINEERS 
GREENWICH e CONNECTICUT 
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NEW ROYTYPE VISI-COTE STENCIL 


The new Roytype VISI-COTE Stencil eliminates eye- 
strain. All typing stands out with remarkable clarity 
so that it can be read and proofread without squinting 
or holding it up to the light. 


The Roytype VISI-COTE has extra strength for heavy 
duty. Sturdy plastic coating minimizes filling in type 
with wax—reduces time lost for cleaning of type. Your 
typists also save time making corrections, because no 
pliofilm sheet is needed. 

The new wet-strength base tissue takes the place of 
the ordinary cushion sheet. Gives you longer runs and 
Clearer, sharper copies. 

Your Roytype Representative can show you how 
your office production can profit with VISI-COTE. Why 
not give him a call? And for a FREE TRIAL SAMPLE, 
just mail this coupon. 


. ececeeeeseee ees eeeeeseeeeeeeeeeeeeee & 


@eeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeed 


ROYTYPE, Royal McBee Corporation (MM) 
Westchester Avenue, Port Chester, N.Y. 

Please have your ROYTYPE Representative bring me a 
Free Sample of your VISI-COTE Stencil. 











Name Title 
Company 

Address. 

City. Zone. State 








ROYTYPE 


ribbons, carbon papers, quality supplies 


for all business machines 
Products of Royal McBee Corp., World’s Largest Manufacturer of Typewriters. 


eeeee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
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Smart 
. truck users 
XG atole te 


National ease 


the PREFERRED 


way to lease trucks 
because it’s national in 
experience and service— 
local in costs and controls 









Nationalfiease supplies everything but the driver at flexible, local-level 
costs. On-the-spot management provides highest efficiency; full-service, 
one-invoice truckleasing—the LEASE-FOR-PROFIT way. 


Lease a new Chevrolet, or other 
fine truck, operate it as your own 
with no investment, no upkeep. 


LEASE... for Profit 
Nationallease service 


doesn’t add to your cost 
*...it saves. Saves the 
capital and management 
time you now spend on 
* trucks so you can put 
yourself—and your 
money—back into your 
own business. 


{ Ed 





Forget trucks! Whether you lease a single 
truck or a fleet your local MNationalease firm 
will take them over and will relieve you 
of all concern with capital tie-up, procure- 
ment of properly engineered equipment, 
garaging, paperwork, insurance, licensing, 
upkeep—and hundreds of invoices. Your 
driver operates the truck as if you owned f 
it—and you have a single budgetable@ 
invoice. That’s Nationalease full-service 
truckleasing! 





For facts about full-service, 
‘‘Lease-for-Profit’’ truckleasing— 
and the name of your 


local Nationaliease firm, write: 


IODA NATIONAL TRUCK LEASING SYSTEM 
a 


Serving Principal Cities of the United States, Canada, and Puerto Rico 


23 E. JACKSON BLVD., SUITE: M-2, CHICAGO 4, ILLINOIS 
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wood, Ill, for instance, recently 
played host to 11 overseas distribu- 
tors and capitalized on the event. 
The red carpet treatment for the 
visitors included a press conference 
and food from the 11 countries they 
represented. The major event was a 
grand tour of the Chicago area, 





culminating with their being guests 
of honor at a dinner. 

The visit received excellent cov- 
erage in local, financial and trade 
publications both here and abroad, 
Public Relations Counsel Harshe- 
Rotman reports. 

The foreign representatives went 
home with extra friendly feelings 
toward this country. And Coleman 
gained a better understanding of its 
foreign markets. 


COST CUTTERS 


CREATE DEGREE OF PRIVACY 
TO REDUCE ABSENTEEISM 


@ THE ABSENCE RATE among a 
bank of 50 switchboard operators 
at Pacific Telephone & Telegraph 
Co., San Francisco, averaged over 
72 days a year. 

Until recently, combined efforts 
by supervisors, personnel, medical 
and safety people had little effect 
on this high rate. Then they de- 
vised this method which succeeded 
in cutting absences to five days a 
year per girl. 

The 50-girl board area was par- 
titioned into units of nine girls 
each. Now each can see the mem- 
bers of her own team. She knows 
who is absent—and feels the weight 
of the extra workload. 

Attendance has thus become a 
matter of personal obligation to the 
rest of the team. 
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Another example of Addressograph-Multigraph versatility 


Multigraph Methods help “tell the world” 


...iIn less than 3 minutes 


Results and news of the Vill Olympic Winter 
Games at Squaw Valley, California, are 
made available to the world’s press, radio 
and television outlets quicker than a skier 
can race the men’s downhill course. 

Within seconds, complete data is printed 
on Multilith Duplicating Masters, as “output” 
from high-speed electronic computer equip- 
ment, Copies for distribution are then made 
on automated Multilith Offset Duplicators. 
Elapsed time: less than 3 minutes! 

This is typical of the way Multigraph 
Methods multiply the output of all types of 


© 1960 A-M Corporation 





modern, automated data processing equip- 
ment. And it is only one of the many ways 
Multigraph Methods serve business. 
Multilith Masters can accept complete 
data—with only one writing —and reproduce 
this information repeatedly in whole or in part 
with any required additions, deletions or 
substitutions. No wonder Multigraph Methods 
meet every duplicating need of business. 
Ask the nearby Multigraph office for a 
report on how your business can profit with 
Multilith Offset, or write Addressograph- 
Multigraph Corporation, Cleveland 17, Ohio. 





New Model 2550 
Automatic Sequence Control 
of all duplicator functions begins the 
instant ag single lever is activated. 


*Trade- Mark 


Addressagraph-Multigraph 


IC F 





SERVING SMALL 
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How to cure those costly 
“i've got a cold” absences 


One reason why the common cold is so common is that many colds are not 


colds at all—they’re simply excuses to stay home. So say industry's top 


medical men. Here’s how to cure the so-called “sickness absences’ that 


cut deeply into your company’s profits and workforce strength each year. 


“I’ve got a cold. I 
can't come to work today.” 

Words like these can cost you as 
much as 5% of your payroll during 
the months of January, February 
and March. 

Paradoxically, most employees 
who call in with excuses like this 
are not too sick to work. They just 
don’t want to work. 

“When employees are absent, it 
does not necessarily mean that they 
are too ill to report, even if they tell 
you they are sick,” says Dr. Norman 
Plummer, medical director of the 
New York Telephone Co. 

If not sickness, then, what ac- 
counts for most employee absence? 
Here are the surprising answers: 

a Healthy business activity. 

= High sickness compensation 
payments. 

a Low employee morale. 

a Employees with immature at- 
titudes toward their jobs. 

But management can solve the 
costly problem of unnecessary ab- 
senteeism. To find out how, MAn- 
AGEMENT MErTHops interviewed Dr. 
Norman Plummer, a recognized au- 
thority on how to overcome exces- 
sive absenteeism. From his 
experience, here are specific actions 
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you can take to plug the drain ab- 
senteeism puts on your company’s 
profits. 


Pinpoint chronic absentees 


Keep accurate attendance records, 
That’s the best way to spot habitual 
offenders, says Dr. Plummer. 

Just as you can’t speed produc- 
tion without first finding the pro- 
duction slowdowns, neither can you 
lower high absenteeism until you 
know which people cause it. 

“Certain people are responsible 
for absenteeism?” asks one manager. 
“Isn't it true that absenteeism costs 
a lot because nearly everyone is ab- 
sent some of the time?” 

Not according to Dr. Plummer. 

“Usually a fairly small percen- 
tage of any company’s workforce is 
responsible for the majority of ab- 
sences” (see chart, page 44), he 
says. “For example, studies in one 
firm show that 20% of the employ- 
ees accounted for 68% of the absen- 
teeism. The first step in solving an 
absentee problem is to identify the 
people in that small percentage of 
chronic absentees. That’s why you 
have to keep detailed records.” 

Here’s how Dr. Plummer recom- 
mends keeping attendance records. 


First, have a separate attendance 
form for each employee (see sample 
form, page 40). Mark every indi- 
vidual, from the president to the 
maintenance man, on his punctual- 
ity and attendance. 

Somewhere on the form, be sure 
to note the employee’s reason for 
absence. If it is a medical reason, 
check whether the employee has 
turned in a doctor’s certificate. 

After one year of keeping attend- 
ance records, analyze the data and 
list the people with the most ab- 
sences. Chronic absentees are likely 
to show up in two ways: 

1. They will often be among the 
highest in total number of days ab- 
sent. 

2. They are usually the people 
who are most frequently absent reg- 
ularly, missing one, two or even five 
days a month. 

One firm that began using this 
system several years ago reported 
this fact. The employees that 
showed up as chronic absentees the 
first year were also those with the 
most absences in succeeding years. 
Also, the company found that the 
habitual absentees were the biggest 
administrative problems. 

But why is the employee who is 
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out two or three days a month such 
a problem? 

Says one company doctor, “The 
most difficult employee is the ‘in 
and outer,’ the repeater who is not 
really very sick. He is the big head- 
ache because he misses one, two or 
three days with disturbing regular- 
ity. He keeps his supervisor at wit’s 
end guessing what to expect next 
and how to plan his work loads.” 
Eight preventive actions 

Take these eight actions to pre- 
vent workers from missing work on 
slight excuses: 

= Require a physician’s certifi- 
cate after an absence of three days. 

= Have a member of the firm 
telephone the absentee or his phy- 
sician. 

™ Send a nurse or a company 
representative to visit the absentee 
at home. 

® Send a letter of inquiry to the 
absentee, to be filled out and re- 
turned. 

™ See that supervisors make pe- 
riodic reports on individual absences 
to personnel and medical offices. 

™ Keep the absentee’s time card 
in the personnel office or medical 
department. If his reason for ab- 
sence doesn’t stand up when he 
comes to get his card, don’t pay him 
for the time missed. 

™ Make pre- or post-holiday at- 
tendance a requisite for holiday 
pay. 

™ Give small bonuses or other 
rewards for good attendance. 

Steps like these do a lot to dis- 
courage the employee who continu- 
ally misses work because of minor 
or imagined illnesses according to 
the experience of many firms. Ac- 
tions like these that discourage ex- 
cessive absence also do much to 
improve the morale of those em- 
ployees who are regularly present. 

Managers can also use other 
methods to cut the high cost of ab- 
senteeism. 

Many companies withhold pay 
and benefits from excessively absent 
employees. Some make it clear that 
an employee with a record of many 
absences will not be considered for 
promotion. In many cases, firms will 
not give bonuses, merit pay, or pay 
increases to employees who have 
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What absenteeism costs two typical companies 


The American Medical Association printed detailed absence cost records 
of two firms in its booklet, “A Syllabus on Working Absence.” Here, step 


by step, are how the total costs of absenteeism broke down. 


CASE |! 
485 employees 
Per 
costs employee _ Total 
Compensation for sickness 
absence by direct, mutual 
or insurance payment ........ $36.08 
Workmen’s compensation 
WRG rics ectaceaee n.a,* n.a.* 
Hospitalization, medical 
and surgical care by direct, 
mutual or insurance pay- 
ae. 0 0 
Employer's liability to dis- 
abled worker in addition 
to workmen’s compensa- 
WORE oa... tse 0 0 
Clerical and managerial 
time for records, insurance 
and workmen’s compensa- 
(on $ 06 $ 30.00 
Terminations due to em- 
ployee disability ................ 0 0 
Indirect costs 
Recruiting and training 
substitute workers .............. $1.61 $ 780.00 
Idle standby capacity ...... $36.45 $17,680.00 
Reduced production result- 
ing from absent worker... n.a.* n.a.* 
Cost of substitute workers 
at higher pay, same work.. $37.11 $18,000.00 
Cost of substitute workers 
at same pay, less work...... n.a.* n.a.* 
Total $53,960 


*n.a.: not available 


CASE Il 


425 employees 


Per 


employee 


$17,500.00 $ 5.29 


$22.07 


$85.21 


$ 4.71 


$ 7.49 


$ 3.59 


n.a.* 


n.a.* 


$12.67 


Total 


$ 2,250.00 


$ 9,380.00 


$36,214.00 


$ 2,000.00 


$ 3,183.00 


$ 1,542.00 


n.a.* 


n.a.* 


$ 5,383.00 


$59,934 


Case 1: A midwestern department store which employs 160 men and 325 


women. 


Case II: A Pittsburgh iron and steel fabricator. Average number of employ- 
ees is 425—83% male and 17% female, 
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Easy to read attendance record 


Here are clippings from the four page absence and 
tardiness record-keeping form used by the New York 
Telephone Company. 

On the front side is a three year calendar, printed in 
red. A black “X” is marked through every day that an 
employee is absent. The date is circled if the employee 
is only out for part of the day. If the employee is late, 
a dot is placed over the date. At a glance, the supervisor 
can get a quick idea of what a particular employee's 
attendance record looks like. 

The inside, pictured here, is a moie detailed record. 
It shows the total number of occasions the employee 


was absent each year, the total number of days he 
missed, and the number of times he was tardy. 

Worth noting are these six areas that the company 
wants covered under “Analysis and action taken”: 

= Underlying cause of illness or tardiness. 

= Employee's remarks and plan for reducing ab- 
sences and tardiness. 

= Visits to medical department or own physical. 

® Findings of medical department or own physician 
and outlook for future. 

= Effects on salary increases. 

® Warning of possible separation. 














PREVIOUS 


RECORD 





Year 19 19 


19 


19 19 19 





Number Occasions 





Number Days 





Tardiness — No. Occasions 























* INCLUDE AS APPROPRIATE: 


(e) Effects on salary increases. 


(f) Warning of possible separation. 


(a) Underlying cause of illness or tardiness. 

(b) Employee’s remarks and plan for reducing absences and/tardiness. 

(c) Visits to Medical Department or own physician. 

(d) Findings of Medical Department or own physician and outlook for future. 






































Reason For Name, Title 
Date Absence or * ANALYSIS AND ACTION TAKEN And Date 
Tardiness Noted 
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Date Absence or ANALYSIS AND ACTION TAKEN And Date 
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missed a certain amount of time at 
work because of minor ailments of 
one kind or another. 


What causes absence? 
Genuine sickness and injury, cer- 
tainly, cause a certain amount of 


absence. But the greater percentage - 


of absences is what the doctors 
call excessive absence — direct re- 
sults of minor but not truly disab- 
ling illnesses ( upset stomachs, head- 
aches, emotional disturbances, etc.). 

A psychiatric study of many New 
York offices uncovered this fact: the 
level of absences due to colds is di- 
rectly related to the level of morale 
in an office. One psychiatrist said, 
“The level of absence is also a good 
yardstick for the quality of person- 
nel practices and the quality of su- 
pervision. Where there’s good 
supervision, there’s low absence.” 

It’s simple to say, “I’ve got a cold.” 
Any employee who wants to stay 
away from work can use this excuse 
whether he is sick or not. 

That’s why it is important to un- 
derstand why employees want to 
miss work. When a manager knows 
the real reasons why some employ- 
ees are chronically absent, he can 
take steps to prevent it. 

One thing that affects the level of 
absence in a company is the state of 
the economy. 

“When times are good, and jobs 
are plentiful, the percentage of sick- 
ness absence rises measurably,” 
says Dr. Norman Plummer. “For in- 
stance, in the New York Telephone 
Co., we've been keeping attendance 
records since 1923 (see graph, page 
42). In 1923, the percentage of 
sickness absence was about 3% of 
the total work days. By 1933, when 
jobs were scarce because of the de- 
pression, the percentage of sickness 
absence dropped off to 14%. From 
there it rose to its peak, 6%, in 1945 
when jobs were easy to get and 
holding onto one job was not so im- 
portant. During the recession in 
1958 when the job situation got a 
little tighter, note that the amount 
of absence dropped. 

“That's why we know that a great 
many absences are more the results 
of a desire to stay home, rather than 
due to sickness and necessary disa- 
bilities.” 
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The basic cause of excessive ab- 
sence is a poor attitude on the part 
of the employee. 

People in repetitive jobs tend to 
be absent more frequently than 
those with a more interesting job. 
That’s because they feel no chal- 
lenge, no individuality. They feel it 
doesn’t make any difference if they 
are absent. 

Today, with higher wage levels, 
the development of company and 
union benefit and welfare plans, 
new state accident and _ sickness 
compensation laws and increasing 
participation in voluntary accident 
and insurance plans, employees find 
it is easier to stay away from work 
than in times past. 

In some cases, a dangerous atti- 
tude develops from too many bene- 
fits. “When employees have a 
greater incentive to stay home, they 
have less incentive to work. Then 
absence rates go up,’ says Dr. Nor- 
man Plummer. 


Typical high absence employee 


Consider this classic portrait of 
the average high-absence employee, 
taken from the American Medical 
Association Archives of Industrial 
Health. 

First, the typical high-absence in- 
dividual is female. Studies show 
that women’s absences are double— 
and sometimes up to four times— 
that of men (see chart, page 42). 

She tends to be an unhappy, re- 
sentful and discontented individual. 
She has few friends and draws little 
sustenance from the group in which 
she works. She is easily frustrated 
and is frequently unhappy when 
forced to deviate slightly from her 
goals or position in life. 

She has many responsibilities out- 
side her job, including those for her 
home and her children. Often she 
develops a resentment toward her 
family and friends similar to that 
which she shows toward her job and 
her superiors. 

When she is transferred from one 
job to another, or from one office to 
another, she reacts with distaste and 
complaints. She resents it when pro- 
motions are not offered to her. 

Because of her unhappiness, she 
welcomes any legitimate excuse to 
be absent from work. And the legiti- 








Do you encourage absence? 


Virtually every personnel practice in 
a firm affects absenteeism by either 
increasing or decreasing the em- 
ployees’ desire to work. These per- 
sonnel practices definitely affect 
absenteeism, according to the 
A.M.A’s booklet, “A Syllabus on 
Work Absence.” Check your com- 
pany’s policies. Are they too tight 
or too lenient? 

1. Granting of leaves of absence? 


Seniority altered by leave of 
absence? 


2. Length of workweek? 
3. Payment of overtime? 
4. Shiftwork policies: 

a. Rotation? 


b. Differential wages or ben- 
efits? 


5. Premium pay for working Sat- 
urday or Sunday? 


6. How much time for lunch? 
7. Paid rest periods? 
8. Time off on religious holidays? 
9. Length of vacations? 
10. Time off with pay for: 
a. Death in immediate fam- 
ily? 
b. Illness in family? 
c. Marriage? 
d. Trial witness? 
e. Voting? 
f. Jury duty? 
g. Military leave? 
11. Profit sharing plans? 
12. Pension plans? 
13. Length-of-service bonus? 
14. Company loans to employees? 
15. Company cafeterias? 
16. Coffee breaks? 
17. Suggestion system? 
18. Personnel counselor? 
19. Recreational facilities? 
20. Music in the plant? 
21. Supervisor attitude during 
training? 
22. Employee indoctrination? 
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mate excuse can be as small as a 
mild headache. 

Sometimes she tolerates her 
symptoms and comes to work, but 
only because of economic necessity. 

As a rule, she is not liked by her 
associates and supervisors because 
she is not friendly, is always com- 
plaining and is not pliable or reli- 
able in regard to her assignment. 

When management has an em- 
ployee like this on its hands, here’s 
what the authorities recommend. 

1. Interviewing—to discover what 
stresses are making her behave the 
way she does. 

2. Counseling—to help her re- 
solve some of the pressures which 
she feels around her. 

3. Firm discipline—to let the em- 
ployee know that too many ab- 
sences, no matter what the reason, 
cannot be tolerated. 


To spot excessive absences 

Suppose a manager asks, “But 
how can I recognize excessive ab- 
sence? A man might have a poor 
constitution and fall prey to every 
minor ailment that comes along. 
How do I know whether he is faking 
or whether he is really sick?” 

“Two ways,” says Dr. Norman 
Plummer. “One way is to examine 
your attendance records. If the em- 
ployee’s first two years on the job 
put him in the top 10% of the absen- 
tees, you can be almost certain he 
is prone to excessive absence. I'd 
suspect any subsequent absence. 

“The second way to spot excessive 
absence is to know the signs. 

“Excessive absence can be the 
difference between three weeks and 
three months of missed work in a 
post-operative case. It’s the differ- 
ence between eight weeks and six 
months to a year in the average cor- 
onary case. It is the unnecessary 
one, two or three days, or some- 
times up to three weeks, for a cold 
or mild attack of indigestion. I’ve 
known cases where female employ- 
ees take three days off for every 
menstrual period, even when these 
periods occur over a weekend.” 


When excess absences rise 


Researchers who have studied 
absenteeism over many years say 
there are definite times to watch for 
excessive absence. 

On stormy winter days, excessive- 
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Absence follows industrial activity 
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1. Absence follows industrial activity 


The graph of sickness absence in the New York Telephone Co. (the dotted line 
in color) and the graph of U. S. industrial activity were plotted in two different, 
independent laboratories, yet the similarity between the two is striking. 


The low points of industrial activity—1933, 1939 and 1958—have produced 
lows in sickness absence. According to New York Telephone Co.'s medical di- 
rector, Dr. Norman Plummer, people are more anxious to keep their jobs when 
industrial activity is low and jobs are scarce. They disregard illnesses like colds 
and other minor respiratory disturbances, finding they are able to work in spite 
of them. But when times are good and jobs are plentiful, a minor cold becomes 
a good excuse for an employee, who doesn’t like his job, to miss work. 


The largest deviation between the two graphs occurs between 1954 and 
1958. Industrial activity went up and the New York Telephone Co.’s absences 
stayed down. This Dr. Plummer attributes to positive management action—begun 
in 1950—that was taken to reduce measurably excessive absences. 


2. Women’s absence doubles that of men 


Women cause the real problem in excessive absenteeism, say the authorities. 


As this graph shows, women at the New York Telephone Co. account for 
nearly twice as many absences as the men do. In other firms, the figures show 
that female absences are more than four times greater than male absences. 


According to the doctors, it is paradoxical that women account for the greater 
number of absences. Studies show that women live longer, have less serious 
chronic diseases and as a rule are not exposed to the hazards that men are. 


Extensive studies by Dr. Norman Plummer and Dr. Lawrence E. Hinkle, Jr., 
both of the New York Telephone Co., show that disabling illness among women 
is significantly higher than it is among men. 


However, the doctors say that it is important to examine the kind of illnesses 
that disable the high-absence female workers. They include: colds, grip, laryn- 
gitis, muscular pains, minor cuts and bruises, headaches and minor episodes of 
tension, anxiety and depression. 


Both doctors point out that few, if any, men miss work for any of these reasons. 
The reason is that because of our culture, hardly any of these ailments constitute 
acceptable reasons for men to miss work. 


In other words, what constitutes a disabling illness for a woman does not 
constitute a disabling illness for a man. Hence women take greater advantage of 
minor illnesses, while most men work whether they have a cold or not. 


3. Seasonal differences in absence 


As the graph shows, absences increase during the late fall, winter and early 
spring. This absence coincides with the rise in respiratory infections and off-duty 
accidents that come with bad weather. 


However, the fact to keep in mind is that many employees use the excuse of 
a minor cold to stay home. In reality, they are not too sick to work. According 
to the authorities, the real reasons why many employees stay home are often 
emotional upset on the job, a dislike of the job, or because they resent or dislike 
their superiors. 


To prove this, some companies have plotted their absences on a day-by-day 
basis. Even during the winter months, absences are low on pay day, and rise 
markedly the day or two after pay day. These studies have also shown that 
absences are high on the first and last days of a work week, as on the day near 
a holiday. 
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absence employees are likely to be 
out. Very hot days in summer cause 
absence. Mondays and Fridays 
stand out as periods when absence 
goes up. Many people are out the 
day after payday, holidays, election 
day and after an important night 
baseball game. 

“To understand absenteeism,” 
says one researcher, “one must un- 
derstand human nature.” 


What absenteeism costs 


One manager said recently, “Why 
all the fuss about absenteeism? It 
surely doesn’t cost a company that 
much. People will miss a few days’ 
work a year. Every company counts 
on that. And if someone is out all 
the time, you're sure to notice it. 
You either speak to him or replace 
him.” 

The hard fact is that absenteeism 
can cost the average medium sized 
company over $60,000 per year. 

Tho total out-of-pocket cost of 
absenteeism to American industry 
is well over $10 billion. This figure 
applies to benefit payments alone. 
It does not take into account the 
cost of lowered productivity. 

Not to be overlooked is what it 
costs the absentee himself. He fre- 
quently loses wages. He has to pay 
doctor bills that are not covered by 
insurance. In some companies, high 
absenteeism might cost an em- 
ployee his promotion. 

“Management must consider the 
fact that chronic absentees have a 
different make-up from those who 
are seldom or never absent,” says 
Dr. Plummer. “High absence people 
may have a low illness threshold, 
which actually makes them more 
susceptible to colds and other minor 
illnesses. It also means that they 
suffer more from their illnesses. 
What is really happening, though, is 
that these people are giving in to 
their minor ailments. They are not 
making any effort to resist.” 

Of course, there is one action 
managers can always take when 
faced with a chronic absentee. They 
can fire him. 

“But that’s seldom the best solu- 
tion,” claims Dr. Plummer. “The 
key to correcting chronic absentee- 
ism is to work from the angle of re- 
habilitation. All management really 
asks is that the employee be on the 
job when he is supposed to be. Tell 
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that to the absentee. Make it clear. 
Tell him what he costs the company 
in terms of production slowdowns, 
increased workloads for others, and 
in compensation payments. Show 
him in dollars and cents how much 
it is costing him to stay home. Talk 
to him about his problems to dis- 
cover if he really stays home be- 
cause he doesn’t like his job.” 


Why absences are curable 


Psychologists have said that a 
man’s habits cannot be measurably 
changed after he reaches a certain 
age. 

“That’s not always the case,” ar- 
gues Dr. Norman Plummer. “Our 
experience with chronic absentees 
shows that at any age, a person’s 
poor attendance habits can defi- 
nitely be changed for the better.” 

Even if most of the absence in 
your company is honestly caused 
by colds and other minor respira- 
tory infections, the management ac- 
tions outlined earlier can cure it. 

Here’s why. Studies made by Dr. 
Norman Plummer show that some 
individuals are simply more sus- 
ceptible to disability than others. 
Two people might have an equally 
bothersome cold. Yet one will pay 
no attention to it and will report to 
work. The other will let the cold 
disable him. In a sense, it gets to be 
a characteristic of an employee that 
when he has a minor cold, he is ab- 
sent. 

“Just as obesity is characteristic 
of some individuals, so is high ab- 
sence,” says Dr. Norman Plummer. 
“Obesity is a curable or preventable 
disease. People can diet. Often they 
don’t like to diet, but they can do 
it. It’s much the same sort of situa- 
tion with high absence. A great deal 
can be done about it by the individ- 
uals themselves, But like obese peo- 
ple, high-absence individuals are 
usually not willing to do much 
about their own absences. 

“Just as a doctor’s warning about 
heart trouble can stimulate obese 
persons to diet, so can management 
stimulate chronic absentees to cut 
down on their own absences. When 
management gets its absenteeism 
problem under control, it can cut 
its absentee costs in half.” 

Since excessive absentees will 
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Small number of employees cause most absence 


it's a fact that a relatively small percentage of a firm’s workforce is usually 
responsible for a large percentage of the absence. 


This chart represents a study made of 1,300 women during their first year of 
employment, during which time there was a total of 1,598 absences. 


The first two tenths of the women had no absences. The third tenth had only 


22 absences. 


In fact, 60% of the women (the first six tenths on the chart) accounted for 
less than 25% of the absence—a cumulative total of 342 absences. 

Significant is the fact that over 75% of the absenteeism belongs to only 40% 
of the women (the last four bars on the chart). Further breakdown shows that 
the 10% with the highest absences (the last bar) accounted for 37% of the total. 


Doctors examined this top 10%. They found the following common charac- 


teristics: 


One, individuals with the most minor illnesses also account for most of the 


major illnesses. 


Two, these individuals also have the highest number of accidents. 
Three, most of the administrative problem people are found in the high 


absence individuals. 


Says Dr. Norman Plummer, “Identifying the high absence people is an excel- 
lent way of identifying the personnel problem cases in industry.” 





welcome any legitimate excuse to be 
absent no matter how small, mana- 
gers find it pays to discover why 
an employee wants to be absent. 
“When a manager knows the un- 
derlying reasons why an employee 
is absent much of the time—and the 
chances are that some phase of his 
environmental relationship is mak- 
ing the employee unhappy — the 
manager can take positive actions to 
correct it.” says Dr. Plummer. “Our 
experience shows that helping the 
employee adjust to his surround- 
ings, or changing some phase of his 


job to relieve a stress, measurably 
reduces absence. Nothing else pays 
off so well in terms of improved em- 
ployee health and attitude.” ™ 





Next month: The alcoholic absentee 


Alcoholics account for a great amount of 
absenteeism. One doctor puts the average 
at 22 days per year. And if you have 100 
employees, it’s likely that you have at least 
two alcoholics. At least eight others may 
have drinking problems that cause them to 
miss work. 

Next month, a MaNacement MetHops arti- 
cle gives the facts on alcoholism in business, 
with specific steps managers can take to 
sober up the alcoholics in their companies. 
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32 ways to use a camera 
in your business 


Cameras can do an endless variety of cost cutting, sales building, profit 
making, time saving jobs in your company. Executives in every type and 
size of company have proved it by their imaginative use of all kinds of 
photo equipment, ranging from miniature still cameras to multi-lens movie 
cameras. On the following pages are some interesting examples of the 


results they get. These ideas will start you thinking of others. 
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COST CUTTING IDEAS 


Photos, by helping you keep your house in order, 
can trim your manufacturing and storage costs. 

Solar Aircraft’s plant in San Diego keeps a three- 
man committee busy making photo records of spots 
that are below par. The pictures point up the need 
for better housekeeping. Awards given for resulting 
improvements keep employees on their toes develop- 
ing neatness and efficiency throughout the plant. 


Safety at smali cos 





You can use color slides of unsafe work practices 
for an inexpensive traveling safety show in your 
company’s plant and offices. 

This is the key element in the Nickel Plate Rail- 
road's intensive safety program—that won the in- 
dustry’s top safety award in 1957. Company 
photographers shoot color slides of unsafe railroad 
practices. The slides make up the portable safety show 
that can be set up wherever there is an electric outlet 
—from air-conditioned offices to temporary track-side 
buildings. Because of its mobility, the show has been 
seen by engineering, transportation and mechanical 
employees throughout the road’s 2,000-mile system. 

It wouldn't take much to establish a similar safety 
program in your company. And the resulting savings 
in equipment and manhours would more than pay for 
the cost of camera, film and projector. 


Aerial infra-red photography can help you ease 
traffic snarls on plant grounds. 

This camera technique will pick up ghost images 
of long-departed vehicles in parking lots, freight sid- 
ings or truck loading points. The simple principle 
behind it will help you plot traffic flow: parked ve- 
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hicles shield the pavement from the sun’s rays; infra- 
red film merely notes that difference. 

Click your camera shutter the next time traffic 
tangles create problems in your plant. You'll quickly 
be able to unsnarl them. 





Follow the lead of insurance companies—take pic- 
tures when making claims. 

The 225 adjusters of Employers Mutual of Wasau, 
Wisc., send photos to the home office along with their 
detailed, written reports. This way people at head- 
quarters get more complete facts about insurance 
cases. 

Try the same method in your business the next time 
you make a damage claim due to fire, theft, defective 
equipment, faulty materials or other causes. 


A bird’s eye photo of proposed construction sites 
can save your company costly headaches later when 
ground has been broken. Excavation can prove easy 
or complicated (and expensive) depending upon the 
terrain. 

Aware of this, the Pennsylvania State Highway 
Department prepared contour maps, based upon aerial 
3-D photography, in a recent project. The maps were 
used to speed up tricky excavation operations needed 
to widen a two-and-one-half mile stretch of Constitu- 
tion Boulevard in the western part of the state. 

You can reduce involved delays and unnecessary 
expense by adapting this idea to your own plans for 
expansion and new construction. 


Photographic analysis can permanently clear up 
some of your preventive maintenance problems. 

Cameras are vital to the program in effect at the 
Louisville & Nashville Railroad. With a grading spec- 
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trograph—a device that photographs light rays—the 
rail line looks regularly into the future of its more 
than 700 diesels, and cuts costs drastically. Past ex- 
perience has shown that such photographic analysis 
of engine wear before breakdown helps keep repair 
costs down. 

If you use it you'll find it can do the same for power 
units in your factories and production centers. 


ridging training tool 


Pictures solve the problem of how to inform em- 
ployees about your company’s far-flung plants and 
branches. 

Take a leaf from TWA’s book and let the camera 
bring distant places to you. The airline uses color 
photos of airports to give its crews realistic on-the- 
ground flight training. Formerly, the crews had to 
make actual flights to familiarize themselves with 
airport locations and to study and evaluate approach 
obstructions. 

Employing the same technique, you can economi- 
cally bring distant field sites or far-away assembly 
lines right to the home office for training purposes. 


ence record 


Keep a rogue’s gallery of your company’s equipment 
to minimize surprise failures. 

That’s how American Can Co.’s chief draftsmen 
use photos to keep track of disrepair in each of the 
firm’s 80 plants. Studying the photos helps them de- 
termine whether repairs must be made immediately 
or can be put off until later. This photo scanning at 
headquarters does away with time-consuming per- 
sonal visits to each plant and keeps breakdowns to 
a minimum. 

Any company with many widespread plants can 
cut the costs of preventive maintenance with a similar 
rogue’s gallery of its own. 


PROFIT MAKING IDEAS 


ying promotion 

If the life of your product or service is sharply 
limited by style or fashion, film can help you put your 
story across fast. 

Department store specialists are now promoting 
fashions more effectively thanks to an idea sparked 
by Alexander’s, a New York store with suburban 
branches. This year’s overseas fashion imports were 
wrapped in a handy 17-minute color movie package 
which provided almost simultaneous showings at all 
Alexander’s stores. 

In addition, the film will reap sales and goodwill 
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Suggestion builder. 





benefits later through showings to area women’s clubs. 
Do any of your products have shdrtlived appeal that 
would be aided by such fast-moving film promotion? 


* 


yblem photos 


Prove the need for your ‘products or services with 
pictures. 

An Atlanta, Ga., exterminating firm sends its sales- 
men out with cameras to shoot the homes of prospec- 
tive customers. Finished prints, showing termite 
damage, are given to home owners as proof that a 
problem really exists. This technique can be employed 
just as effectively by many other businesses, | 





Low cost movies can put new life in a tired sug- 
gestion system. So says Fred Denz, suggestion system 
director of Remington Rand. 

Denz recently embarked on some do-it-yourself film 
work. With a small movie camera, he created several 
30-minute movies designed to spread the word to 
management and plant personnel on the value of 
employee suggestions. The movies focus attention on 
interesting employee suggestions that have already 
benefited the company—and the employee. 

Denz’ latest effort is a half-hour film with both 
sound and color—produced for less than $500. 


Personalized 


Here's a photo idea you can use if your company’s 

products are aimed at individual consumers. 
An enterprising jewelry shop owner photographs 
(Continued on page 103) 
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What does it cost 





when you lease an auto fleet? 


It’s been a long 
time since any customer beat a path 
to a mousetrap manufacturer's door. 

These days it is the manufacturer 
who is beating a path to his cus- 
tomers’ doors. And most likely the 
manufacturer’s salesmen are using 
a fleet of sleek 1959 or 1960 autos 
to cover an average of 25,000 miles 
a year in calling on these customers. 
This is the way business is done in 
mid-Twentieth Century America. 

At present, industry uses almost 
one million cars for sales and serv- 
ice, mostly sales. Some 25% of this 
total is in fleets leased for one or two 
years; another 23% is in company- 
owned fleets; the remaining 52%, 
somewhere around 500,000 in num- 
ber, is owned by individual sales- 
men and used on company business. 
Most of these salesmen are reim- 
bursed on a mileage basis for the 
use of their cars. 

Before World War II, the number 
of autos in fleets leased by industry 
was between 1% and 2% of all the 
autos on the industrial scene. Today, 
leased auto fleets constitute 25%. 
This is the measure of the growth 
of the industry. 

What's leasing got that cannot be 
duplicated by company ownership 
or salesman ownership? 

In general, while auto leasing is 
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not all white meat and no bones, 
these are the advantages (though 
not all apply to each fleet user): 

1. Leasing conserves a company’s 
working capital. 

2. Leasing permits a company to 
acquire equipment (an auto fleet ) 
without impairing the company’s 
ability to borrow from its normal 
sources. If a company borrowed to 
buy an auto fleet, this would appear 
as a liability on its balance sheet and 
affect its financial ratios. 

3. In most situations, though not 
in all, leasing provides an auto fleet 
at lower cost than other methods. 

4. Under a maintenance (fixed 
cost) lease, companies can budget 
transportation costs for 12 or 24 
months in advance. 

5. Leasing eliminates a consider- 
able amount of executive time spent 
on fleet management, especially con- 
nected with selling used cars and 
checking on repair bills. 

6. Leasing eliminates morale 
problems caused by friction over 
the cents-per-mile rate at which 
salesmen are reimbursed. Human 
nature being what it is, companies 
always believe they are paying too 
much and salesmen inevitably be- 
lieve they are subsidizing the com- 
pany auto fleet. 

7. A leased car is a valuable fringe 


benefit. It enables companies to woo 
good salesmen. It also permits a 
company to select the best men 
available and not make ownership 
of a late model car a prerequisite for 
employment. 

8. Leasing companies deliver cars 
directly to salesmen in their home 
territories and pick up the used cars 
at trade-in time. Salesmen lose no 
time trading cars. 

The alert reader will notice that 
some of these advantages (the sixth, 
seventh and eighth) are also avail- 
able through use of company-owned 
fleets, and some advantages (the 
first, second, fourth and fifth) are 
available through use of salesmen- 
owned cars. But only through leas- 
ing can they all be obtained in one 
package. 


What gain through leasing? 


The most important reason why 
leasing has been gaining at the ex- 
pense of company ownership of auto 
fleets is the pressing importance of 
conserving working capital under 
today’s operating conditions. In 
1959, the number of autos in leased 
fleets for the first time exceeded the 
number in company-owned fleets. In 
the coming years it is inevitable that 
this gap will grow wider. 

Before examining the over-all 
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If your salesmen or servicemen need cars, you have three choices: provide 


company-owned cars, pay the men for use of their own cars, or provide leased 


cars. For dollars and cents reasons, firms are turning rapidly to the third alternative. 


This trend will continue according to a major study just completed. 


Here the president of a national fleet leasing company presents these findings, 


together with other facts to support his case for auto leasing. 





why of this situation, let us take a 
look at a few specific companies to 
see the relative importance of this 
factor. This is what it meant to 
Stuart Herst, of the Herst-Allen Co., 
Chicago, one of the country’s larger 
kitchenware rack jobbers: 

In early 1957 our budget showed that 
we would have to lay out $150,000 minimum 
for cars. The company was only six years 
old and needed every penny it could beg, 
borrow, or earn for inventory and current 
working capital—not for fixed assets. 

We could not have expanded our sales 
without turning to car leasing. In fact, in 
November, after nine months of leasing, we 
sold that part of our fleet we still owned to 
our leasing company and leased it back. 
This gave us still more working capital. 


The Herst-Allen Co.’s leased fleet 
today represents an investment of 
$250,000. 

The Colorado Fuel and _ Iron 
Corp., of Denver, is a larger and 
well-known producer. It has sub- 
stantial capital and access to ample 
credit. This is what its secretary, 
D. C. McGrew, has to say on this 
subject: 

Among the principal factors involved in 
our [adopting a leasing] program are: bet- 
ter control of cost, providing our men with 
better transportation at all times, very sub- 
stantial savings in capital investments, and 
increased salesman morale. ... The capital 
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by A. J. Schoen, President 
Wheels, Inc., Chicago 


How auto fleet leasing works 


All legitimate auto fleet leasing plans have four things in common: 
1) the leasing company purchases the autos, 2) delivers them to the sales- 
men in their home territories, 3) sells the used cars at the end of the lease 
term, and 4) the leasing company is paid a fee, usually by the month, 
for its services. 


There are two basic types of fleet leasing plans: 


Maintenance (fixed cost) lease::In this plan the leasing company, in addition to 
supplying the desired fleet and the above-mentioned benefits, also provides all 
repairs, maintenance, licenses, collision insurance, and other miscellaneous items. 
The entire package is covered by a fixed monthly charge and all depreciation 
risk is carried by the leasing company. The lessee (fleet user) pays only for the 
gas and oil he uses. Lease term is normally 12 to 20 months. 


Finance lease: In this plan the leasing company provides three services only: the 
desired fleet, delivery of the cars, and subsequent sale of the fleet in the particular 
market and at the most suitable time apt to generate the best price for the fleet 
user. Nothing else is provided: no maintenance, no insurance, .no licenses, etc. 
Payment is monthly (the term usually two years), and includes a lease charge and 
a depreciation reserve. 


The lessee (fleet user) assumes the risk of depreciation. If the used cars bring a 
better price than anticipated by the depreciation reserve, the lessee gets a refund. 
if the price is lower, he must pay a deficiency payment. 


Fleet operators whose cars are not driven for very high mileages over rough 
terrain, and hence may need little maintenance, often do better with a finance 
lease. An experienced auto leasing company will often be able to advise fleet 
users whether it is to their interest to have a finance lease or a maintenance lease 
in their particular situations, and whether the risk of depreciation, under the finance 
lease, is a real danger in a given case. 


Most companies which lease fleets today use the maintenance lease plan. The 
finance lease, which is a newer development, has been growing in popularity in 
recent years and has been steadily gaining around. 





















































investment which our company has saved 
is a very substantial amount, which we are 
able to put to better use in our own business. 


In the case of Colorado Fuel and 
Iron Corp., the company is at pres- 
ent operating a leased fleet of 375 
Chevrolet sedans, representing a 
capital investment of some $800,000 
—a sum useful to companies both 
large and small. 

The reasons why companies find 
the conservation of working capital 
so important are: 1) working capital 
is tight for most companies and 
growing tighter, and 2) companies 
can, in Mr. McGrew’s words, make 
“better use” of working capital in 
their current operations than tying 
it up in a fleet of fixed assets. 

According to the most recent Se- 
curities and Exchange Commission 
data, the ratio of current assets to 
current debt for all business stands 
at 1.89 to 1. This is not bad, but it 
does represent a drop of almost 25% 
in just 10 years. Companies affected 
by this squeeze are often helped 
by leasing. 


Even more important is Mr. Mc- 
Grew’s second point. In large meas- 
ure, a company’s profits will be 
determined by the amount of its 
working capital and the number of 
times this working capital is turned 
over. For all U. S. industry, before- 
tax profits on working capital range 
from 20% to 90%, depending on the 
industry, with the average slightly 
better than 30%. This means that 
every time a company takes a dollar 
out of working capital and puts it 
into fixed assets (an auto fleet) it is 
reducing its current profit-making 
potential. If a company earns the 
average 30% rate of profit on its 
working capital, purchase of a fleet 
of 100 cars for $200,000 (to use 
round numbers) would mean the 
sacrifice of before-tax profits of 
$60,000 in just the first year alone! 

This fact is well-known by busi- 
nessmen. It is the main reason why 
77% of the cars used by industry are 
not owned by industry, but are 
either leased or owned by salesmen. 

Let us examine this $60,000 figure 


(representing lost profits in our ex- 
ample of 100 cars) and see what it 
means in terms of fleet operating 
costs. The average mileage traveled 
by a salesman for all industries is 
slightly over 25,000 miles per year, 
with a range from 12,000 to 50,000 
miles per year. At 25,000 miles per 
year average for 100 cars, this 
$60,000 in foregone profits—which is 
what the average company must 
forego if it pulls $200,000 out of cur- 
rent operations and freezes it in an 
auto fleet—is equivalent to 2.4 cents 
per mile per car in operating costs 
at the average mileage driven by 
salesmen in American industry. 
When this 2.4 cents per mile is 
added to the normal costs of oper- 
ating a company-owned fleet, the 
latter is far more expensive than a 
leased fleet would ever be. 
Operating economies. Many com- 
panies have discovered that leased 
fleets have provided operating econ- 
omies in addition to conserving cap- 
ital. The amounts, of course, vary 
with the fleets, the terrain in which 


Cost differences in payments per mile and leased fleet 


Chart details the difference in costs between mileage payments to salesmen and a leased fleet at different mileages 
and at mile payments of seven, eight, and nine cents. Note: mileage payments are economical only at the lowest mileages. 















































Oil and Annual Cost: 
1 Leasing, Gasoline Changes Leasing, Approx- 
Fixed Annual} (Approx- (Approx- Including imated |Company’s Annual Cost per Salesman-|Company Saving per Car Under Leasing 
Rate Based imated) imated) Gas & Oil Cost per Owned Car at Mileage Allowance Plan, Based on Same Mileage Allowances 
on $95 Based on Based on 1 Qt. each Mile Under Set Forth and Rental Rate of $95.00 per Month 
Mileage per Mo. [|022c per Mile |45c per Qt. 500 Miles {Leasing Plan 9% 8c 7c 9c 8c 7c 
40,000 $1,140 $880 $45.00 $2,065.00 $ .0516 $3,600 $3,200 $2,800 $1,535.00 | $1,135.00 $735.00 
38,000 1,140 836 42.75 2,018.75 0531 3,420 3,040 2,660 1,401.25 1,021.25 641.25 
35,000 1,140 770 39.38 1,949.38 .0557 3,150 2,800 2,450 1,200.62 850.62 500.62 
32,000 1,140 704 36.00 1,880.00 .0588 2,880 2,560 2,240 1,000.00 680.00 360.00 
! 
30,000 1,140 660 33.75 1,833.75 .0611 2,700 2,400 2,100 866.25 566.25 266.25 
28,000 1,140 616 31.50 1,787.50 .0638 2,520 2,240 1,960 732.50 452.50 172.50 
25,000 1,140 550 28.13 1,718.13 .0687 2,250 2,000 1,750 531.87 281.87 31.87 
23,000 1,140 506 25.88 1,671.88 .0727 2,070 1,840 1,610 398.12 168.12 ~~ 
20,000 1,140 440 22.50 1,602.50 .0801 1,800 1,600 1,400 197.50 -—— ae 
18,000 1,140 396 20.25 1,556.25 .0865 1,620 1,440 1,260 63.75 --- --- 
17,000 1,140 374 19.13 1,533 13 .0902 1.530 1,360 1,190 -—— -_— --- 
—Copyright, Foundation for Management Research, Inc. Reprinted by permission 
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they travel, their mileage, previous 
operations, and many other individ- 
ual factors. Some of these companies 
have taken the trouble to report to 
us On the savings they have effected 
through leasing, as shown in the box 
to the right. 

These are fairly impressive fig- 
ures, especially if they are added to 
the benefits to be obtained by con- 
serving working capital. But let me 
hasten to say frankly that this result 
is not achieved with every fleet. In 
cases where company-owned fleets 
have been managed well, significant 
savings in Operating costs are not 
possible through leasing. The major 
saving then would be in conserva- 
tion of working capital. 

Large national leasing companies, 
however, do have several built-in 
advantages which often permit them 
to effect operating economies. These 
advantages are composed of two 
elements: 1) volume buying and 2) 
intimate knowledge of the automo- 
bile business. The first permits pur- 
chase of autos, parts, tires, and other 
accessories at the lowest discounts 
available. This saving is handed on 
to the fleet user. The second advan- 
tage enables a national leasing com- 
pany to give fleets the most efficient 
management and, equally impor- 
tant, to sell the used cars at the best 


prices. 
In a nutshell, there are not many 
industrial companies which can 


manage a fleet, buy it and sell it as 
well as a large national leasing 
company. 

The case for the leased fleet, as 
against the company-owned opera- 
tion, is well summed up by George 
Burley, vice president of the Crane 
Co., Chicago, in reply to this ques- 
tion On a routine questionnaire cir- 
culated by my company: What 
were the reasons that led your com- 
pany to change to leasing? 


We originally began leasing [in the fall 
of 1956] under the premise that in so doing, 
we would free capital and be able to oper- 
ate under lease as economically as under 
company-owned. Further examination made 
it appear that leasing under central control 
would permit us to: 

1. Standardize on equipment. 

2. Buy to better advantage through na- 

tional leasing companies. 

3. Control the amount of equipment in 

service. 
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Savings leasing has produced 


Company 


Alba Hosiery Corp., New York City 
American Marietta Company, Chicago 
Cleveland-Cliffs Iron Co., Cleveland 


Coopers, Inc., Kenosha 


Ekco-Alcoa Containers, Inc., Wheeling, Ill. 
Fansteel Metallurgical Corp., North Chicago 
The B. F. Goodrich Company, Akron, O. 


Kawneer Company, Niles, Mich. 


A. C. Nielsen Company, Chicago 
Weco Products Company, Chicago 


4, Execute greater utilization of equip- 
ment. 

5. Exact a more accurate cost picture of 
the company fleet operation. 


To keep the picture straight, Bur- 
ley reports that while leasing did 
not effect any reduction in fleet op- 
erating costs for the Crane Co., it 
delivered the five benefits he sought. 


Salesmen-owned fleets 


The salesmen-owned fleet is an 
entirely different situation. Here, 
just as with leasing, the company 
invests no capital in fixed assets. The 
company uses the salesman’s capital 
to provide a vehicle, and most of the 
time the company reimburses the 
salesman on a mileage basis. 

The main argument for this meth- 
od is that it is cheaper and gives 
absolute control of costs, since it is 
based on mileage traveled. How- 
ever, there is considerable evidence 
to indicate that salesman-ownership 
of cars may be, in many situations, 
a more expensive form of fleet oper- 
ation and the one which offers the 
least control of costs. 

Wheels, Inc. keeps careful rec- 
ords of these costs and as a routine 
practice regularly surveys industry 
methods in all aspects of fleet opera- 
tion. One of the things we survey 
are mileage payments to salesmen. 
Now, there is considerable mythol- 
ogy in this field (I am not referring 
to salesmen’s mileage reports ) as to 
what is the “going rate” paid to 
salesmen for using their cars on 
company business. There is no such 
thing as a “going rate.” 

There is an average rate and, like 
everything else, it is today at its 
highest point in history—8.91 cents 
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per mile. This was the national aver- 
age for all industries in mid-1959. In 
1958 this national average was 8.22 
cents per mile and in 1957 it was 
7.72 cents per mile. It is clear where 
these rates are heading. In 1959, for 
the first time, more companies paid 
their salesmen nine cents per mile 
than any other single figure. More 
salesmen are getting nine cents a 
mile and up, than are receiving less. 
The “going rate” for mileage pay- 
ments is whatever the salesman can 
get away with—or whatever a com- 
pany can get away with. It has noth- 
ing to do with actual costs, despite 
the so-called “scientific systems.” 
To put this national average of 
8.91 cents per mile in perspective, a 
figure is needed for comparison. 
Wheels’ fleets, for example, operate 
usually between seven and eight 
cents per mile. The average for all 
Wheels’ fleets is 7.5 cents per mile 
and we have a number of fleets re- 
porting costs under six cents and one 
at 4.9 cents per mile. Naturally these 
vary with terrain, mileage, and 
many other factors. But Wheels’ 
average is 1.4 cents per mile lower 
than the average payment to sales- 
men. For a 50-car fleet traveling 
only 20,000 miles per year per car— 
totaling one million miles a year— 
this means a cash difference of 
$14,000, or $280 per car annually. 
This is not a matter of guesswork. 
The data developed by the Founda- 
tion for Management Research (see 
chart) amply demonstrates that this 
information is available to anyone 
who takes the trouble to add up the 
numbers and make the comparison. 
Other costs. So much for direct 
costs. There are other costs, too. 
This is what we are told by Paul 
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Facts about auto useage by industry 


Industry 


Auto Parts & Accessories 
Baking (cookies & crackers) 
Barber Products (mfr.) 
Beverages & Bottling 
Publishing (magazines & books) 
Building Products 
Ceramics & Glassware 
Chemicals (industrial) 
Confectionery 
Construction Equipment 
Cosmetics 
Drugs & Pharmaceuticals 
Electrical & Electronics 
Fertilizers and Farm Chemicals 
Food Processing 
Furniture 
Hardware (mfr. and distributor) 
Instrument Mfrs. (industrial) 
Hospital Supplies 
Lumber 
Machinery 
Meat Packing 
Metal Fabricators 
Milling (feed, grain) 
Mining & Non-Ferrous Metals 
Paint 
Packaging, Paper & 

Paper Products 
Petroleum 
Plastics 
Plumbing, Heating & 

Air Conditioning 
Radio, TV & Motion Pictures 
Railroad 
Rock & Cement Products 
Shoes & Leather 
Rubber 
Steel 
Textiles 
Wearing Apparel 


Approximate 
annual mileage 
in each industry* 


22,500 
22,500 
27,500 
15,000 
21,000 
22,500 
24,000 
19,000 
30,000 
25,000 
22,500 
19,000 
25,000 
37,500 
21,000 
22,500 
35,000 
25,000 
25,000 
17,500 
17,500 
22,500 
25,000 
35,000 
27,500 
23,000 


22,500 
22,000 
20,000 


23,000 
20,000 
17,500 
25,000 
27,500 
20,000 
22,500 
35,000 
37,500 


Number of 
leased cars 
in each industry** 


7,000 
7,500 
3,500 
11,000 
5,000 
9,000 
3,000 
13,500 
3,000 
3,000 
5,000 
18,500 
16,000 
5,000 
12,000 
3,000 
5,000 
3,000 
3,000 
2,500 
11,400 
4,000 
6,500 
3,500 
10,000 
8,000 


12,000 
7,500 
2,500 


10,000 
3,500 
2,000 
3,500 
5,000 
3,500 
7,500 
5,000 
2,500 


Average 
mileage payment 
to salesmen 


8.87¢ 
8.76 
8.73 
9.07 
8.94 
8.76 
8.91 
9.13 
8.76 
8.93 
8.87 
8.87 
8.81 
8.76 
8.93 
8.87 
8.76 
9.02 
8.76 
9.16 
8.89 
8.34 
8.76 
8.59 
9.04 
8.76 


8.78 
8.91 
8.97 


8.76 
9.03 
8.92 
8.82 
8.62 
9.04 
9.07 
8.76 
8.39 


*Figures include salesmen only, but all cars—company-owned, salesman owned, and leased. 


**Total number of cars shown as leased is greater than actual total, because of overlapping of 
different industries. A number of industries which use fewer than 1,000 leased cars were omitted 


from this list. 
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Chisholm, vice president of sales of 
the Mergenthaler Linotype Co., 
New York: 


Leasing permits us to exercise greater 
cost control because the combination of 
leased cars and gas credit cards takes the 
primary travel costs out of the expense ac- 
count. In addition, with no reimbursement 
for mileage as such, the need for policing 
mileage reports is eliminated. In the past, 
this had to be very closely watched to pre- 
vent excessive mileage being reported. Be- 
sides cash savings, this means a definite 
saving in administrative time. 


Mergenthaler says that converting 
to a leased fleet from a salesmen- 
owned fleet meant savings of one- 
half to three-fourths cents per mile. 

Again, one company’s experience 
—or a hundred, for that matter—is 
meaningless to another company. 
Each company must examine its 
own costs, its own set of facts, and 
then decide on its own course. 

Often companies will go to a 
leased fleet in order to eliminate the 
friction between salesmen and man- 
agement over mileage rates. This is 
because mileage rates have a ten- 
dency to pull ahead of actual costs 
(as they already have) and it is al- 
most impossible to convince sales- 
men that this is true. 

The mileage rate paid is supposed 
to combine in itself a portion to 
cover current operating costs and a 
portion to cover depreciation on the 
car. This second portion theoretical- 
ly is to be saved by the salesman so 
that he can make a down payment 
on a new car in (.vo years or so. In 
practice, many salesmen consider 
mileage payments as covering oper- 
ating expenses, use the money as 
current income, and are stuck for 
cash when trade-in time comes. 

Companies which have freed their 
salesmen from the obligation to pro- 
vide a car for business use have dis- 
covered that they have eliminated 
many headaches—friction over mile- 
age rates, expense account padding, 
excessive mileage reports, hiring 
weak sisters who have cars, etc. 


Drawbacks? 


Obviously, nothing (not even 
auto fleet leasing) is perfect and 
must have shortcomings. 

The following are some situations 

(Continued on page 109) 
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Fiow to fire someone 


Sooner or later every executive must face up to the thoroughly distasteful 


task of firing someone. Because firings are distasteful, they are com- 


monly mishandled — to the company’s detriment. Here are some tips 


on how to do it— from a personnel expert who claims he wouldn't be 


heading his own business now if his last boss hadn't fired him. 


ees any executives 
would rather keep house and take 
care of the kids than come down to 
work and fire someone. 

They don’t know how to conduct 
a sound downgrading interview. 
They mumble and double talk, soft- 
pedal and grope. 

A case in point was the employee 
who reported to work the day after 
he was fired, because he thought 
the boss had given him a raise. 

Longgood and Wallace in The 
Pink Slip relate the tale of the firm, 
acting on an award-winning sug- 
gestion box tip, which decided to 
discard the customary pink slip for 
a soothing shade of blue. “Of 178 
workers in the next firing lot, 11.3% 
threw the slips away without realiz- 
ing what they were, 43.7% of the re- 
mainder didn’t know they had been 
fired until the following morning 
when they reported to work. One 
discharged employee, an expediting 
formulator, worked the entire week, 
reporting to the cashier on Friday 
for his pay. When asked if he had 
not seen the dismissal slip, he re- 
plied, ‘Gee, I thought you were col- 
lecting for the Community Chest 
again’!” 

The guilt complex 


Why all this fear over firing? Most 
men hesitate or back down because 
they just don’t want to be thought 
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By Edgar S. Ellman 


of as a bad person. Nobody seems 
to want to face the guilt he might 
feel for playing the role of ax-man. 
Frequently everybody loses on ac- 
count of this guilt complex over 
firing. 

One of the greatest hidden loses 
of corporate income is the millions 
of dollars annually paid in salaries 
to men who have been “ceilinged 
out” or kicked downstairs instead of 
fired. 

Let’s examine the reasons which 
underlie this executive avoidance- 
technique. 

First, there is the problem that 
each case is different. There is no 


guidepost in determining whether 
a man should be fired and how to 
do it. There never seems to be a best 
way. The past provides little basis 
upon which to generalize for future 
firings. 

Secondly, everyone is out of prac- 
tice when it comes to ego-bruising 
tasks. Although every executive has 
fired, he has not done it frequently 
enough to allow him to become 
facile or at ease in the act. 

Thirdly, you usually have to lie 
your way out of it, because it is a 
poor time to counsel with a man on 
the day you tell him he is through. 
He doesn't want a lecture. Probably 





Cases have actually been reported where the firee thought he’d been given a raise! 
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Editor's reaction to being eased out. 


he wouldn't believe you if you gave 
him the real reasons for his termina- 
tion. 

Finally, you know it will be a 
shock because probably nobody 
ever warned or cautioned the man 
that he was in jeopardy of being re- 
leased. Also, it is usually at least 
partly your fault for having picked 
him for the job in the first place. 

Ad agency men tell the story of 
William Randolph Hearst who once 
wanted to fire an editor of one of 
his many publications. But the fel- 
low had an airtight contract of 
$30,000 for three years which stated 
that his salary had to be paid unless 
he quit voluntarily. The story goes 
Hearst stripped him of all duties 
and moved his desk to the outer 
office near the receptionist, hoping 
the fellow would leave to sooth his 
ego. But instead the plan back- 
lashed. The editor chained himself 
down to the desk each morning with 
arm and leg-locks, did push-ups on 
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One executive speaks up on firings 


What's it feel like to fire a top executive? Here’s how the task 
is described by Arnold H. Maremount, president of Maremount 


Automotive Products, Inc.: 


There is no question about it. Asking for the resignation of a top man- 
agement person is a tough ordeal, and | wish | knew the best way to do it. 


The first time this chore fell to my lot about 10 years ago, | spent a 
sleepless week planning the interview and handled the ax myself. The 
anticipation was much worse than the act. 


A few years later when a similar decision was made, | dictated a memo- 
randum, immediately sent it off and never gave the matter a second’s 
concern—except that | fretted that | had been cowardly. The man was 
entitled to ask me whether he could use us as a reference and question, 
the severance arrangements if he didn’t consider them satisfactory. 


Since then, | have hit on a technique that seems fairer—to have such 
decisions approved by the board of directors and then delegate the 
job to an official who could not have been involved directly in the 
decision but who was close enough to me to handle the termination 
interview and authoritatively tie up all loose ends. 


Once the die has been cast, there is really nothing but embarrassment 
to be gained by creating a scene. There are enough tensions—frustrations 
—disappointments in business without embellishments. If the guillotine 
is inevitable, what's the point of dulling the blade? 





the desk top, and went through an 
animal act routine every time a 
visitor came to the office. Needless 
to say, he was paid for in full and 
let out. 


Why companies fire 


Corporate management, like all 
groups which live or work together, 
has developed its own customs and 
practices including those governing 
proper firing technique. Each case 
is played by ear, however, with no 
set policy for rerouting the dead- 
enders. In 1957 an AMA survey 
asked 129 personnel officers to spe- 
cify the reasons for firing the last 
employee discharged by their re- 
spective company, and came up with 
the most common reason: “in 56% 
of the cases—just plain poor per- 
formance.” 

Faced with shrinking profits in 
1956 a firm which calls itself “the 
world’s largest passenger transpor- 
tation company” hired consultants 
who recommended hiring compe- 
tent outside leadership for the presi- 
dency. What followed was perhaps 
the greatest mass exodus of execu- 


tive personnel in the history of 
American corporate enterprise. The 
new president first hired a personnel 
executive who administered a bat- 
tery of psychological tests to all 
supervisors at the vice president 
level and below. Among the various 
tests was a timed I.Q. test developed 
on children between age 11-17. (It 
is common knowledge that execu- 
tives do poorly on timed tests, best 
on judgment and intellectual fac- 
tors.) Any first-level supervisor who 
failed to score 110 1.Q. was auto- 
matically zeroed out; any second- 
level manager with less than 120 
1.Q. got lopped. This “pruning oper- 
ation,” as the president called it, 
resulted in the discharge of approx- 
imately 700 supervisory people. 
Profits kept falling and a year and a 
half later the personnel man and the 
new president were both looking 
for jobs. 

The Pink Slip lists some of the 
“spiritual gaps” in people which lead 
to firing. The broadest shortcoming 
of the typical fired executive is that 
“he just didn’t have it here.” (This 
is always stated by gently striking 
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one’s chest in the heart area with 
the open palm.) Other reasons are: 
“He didn’t come along the way we 
hoped. . . Couldn’t make his assist- 
ants toe the mark. . . Didn’t fit in 
with the team. . . Too lenient with 
subordinates. . . We were hunting 
tigers and he used bird shot. . . No 
college degree—too many abrasive 
edges for social infighting. .. Playing 
footsie with the opposition. . .” 


Employee shock therapy 


When you have to make personnel 
changes, you can only fire, retire, 
demote, promote, cut pay, or create 
a new job. Since there is no pat 
formula and each case is different, 
let’s look at several typical cases: 

Firing a union employee: There 
is only one way to fire a union man 
and that is to let the union do it for 
you. Praise the man constantly in 
the presence of the steward. This 
will usually take care of the situa- 
tion. 

Firing a relative: This cannot be 
done so don’t try. The only thing to 
do is to strip the man of responsi- 
bility and give him a new title, such 
as Fiscal Secretary, V.P.-Trade Re- 
lations and Special Accounts, or 
have him devote time to writing a 
history of the company. 

Firing elderly employees: This 
should pose no problem. Offer a 
pay cut and a demotion first, then a 
month’s pay. Never give him a 
chance to resign, though. He will 
usually say, “Resign, hell, I am go- 
ing to tell everyone in the industry 
you fired me.” Then you say, “Well, 
this is no womb-to-tomb business,” 
and fire him on the spot. 

Firing younger employees: These 
lads are easy to cull out of the or- 
ganization. They usually come 
around for raises every 30 days or 
so. Their request for an increase 
usually includes their saying they 
have a better job offer elsewhere. 
Just jump up and grasp the man by 
the hand, saying, “I know you'll do 
well there. Will two weeks be 
enough?” 

Firing the temperamental type: 
This case presents no problem be- 
cause he is usually digesting his own 
stomach lining due to personality 
conflicts in the department. Just say, 
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“Joe, I don’t think you should con- 
tinue to jeopardize your health with 
this job, so we are letting you off the 
hook. How long will it take you to 
clean out your desk and unload your 
stapler?” 

Firing a secretary: This can be a 
touchy situation, and you'd better 
be careful in your approach. Most 
women cry when sacked so if you 
don't like tears, don’t do the job 
yourself; delegate it. Never let your 
old secretary break in a new one. 
This is your job. 

Firing a salesman: The easiest 





If you don’t like tears or histrionics, 
better delegate the job of firing women. 


way to fire a salesman is to have a 
consultant with a concealed tape re- 
corder spend a day out in the terri- 
tory with him and call him in on 
Saturday morning and begin to play 
back the tape. He'll usually hang 
himself in five minutes and walk out. 


How to avoid the problem 
Hindsight is always 20-20, of 
course, and the best way to avoid 
the unpleasant task of firing some- 
one is to avoid hiring the wrong per- 
son in the first place, and also to set 
up additional procedures to help 
employees grow and keep pace in 
their jobs. Here are some helpful 
techniques: 
1. Audit selectién and upgrading 
techniques: 
Make sure your recruiting, screen- 


ing and hiring methods are thor- 
ough. Take enough time to evaluate 
the new man and the promotion 
candidate. 

2. Use progressive discipline: 

Foremen and union stewards 
know about this concept because it 
is written into most labor contracts. 
Progressive discipline means that 
you first warn and caution the indi- 
vidual when he does wrong, that 
you try to improve him, and that 
you use a dismissal as only a last 
resort. If there is someone flounder- 
ing in your organization, perhaps he 
can be saved by spending a little 
time with him and trying to help 
him do a better job. Don’t forget that 
your job of firing him will be easier 
later on if you feel that you have 
tried to do some things to help him. 
The shock will not be so great to the 
man either if he is released later. 
3. Evaluate potentiality: 

A sound program of psychological 
testing administered by a trained 
person in your employ or a consult- 
ant will help determine the poten- 
tiality and flexibility of an individ- 
ual. It will also point out ways for 
each man to improve himself. Some 
people may have looked good when 
they were hired but do not demon- 
strate the judgment and adaptability 
required in the next job up. Earmark 
these people and keep them in jobs 
of lesser responsibility so that they 
won't become white elephants or 
have to be fired someday. 

4, Set up a personal improvement 
program: 

There are many ways to help 
people grow and increase their effec- 
tiveness. Company libraries, finan- 
cial aid in outside education, 
employee participation in industry 
conferences and seminars, group 
meetings—all these things bring out 
potential and help employees de- 
velop. 

5. Merit rating and periodic 
evaluation: 

A modern rating plan lets people 
know how they stand, this being a 
form of recognition. Ratings show 
the direction of individual growth 
and provide the basis for equitable 
salary administration. 

6. Counseling: 
Provide counseling service for 
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save it with 
the fully automatic... 


time recorder 


On the job in your organization, 
the Lathem 8800 Time Recorder 
can minimize the tardiness that can 
cost you hundreds of dollars an- 
nually ... eliminate disputes since 
every man is his own timekeeper 
« « . and provide accurate records, 


Accurately time is registered the 
instant the time card is inserted... 
in two colors and correctly posi- 
tioned, with IN and OUT sepa- 
rated in two columns. Impossible 
to overprint. Yet this completely 
automatic Lathem 8800 Time Re- 
corder costs you Jess than a good 
typewriter. Send for complete in- 
formation, 


LATHEM TIME RECORDER CO. 
84 Third Street, N.W., Atlanta, Ga. 
GENTLEMEN: 

Without obligation, please send me full 
information, including prices, about 
the completely automatic 8800 Time 
Recorder, 

NAME 

COMPANY 

1 STREET 
Ba Po Bove... Seige. 
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Case of a mass firing 


Here’s the case of how a major firing was handled with a minimum of 
disturbance to the organization. The president who relates this case 
prefers to remain anonymous. 


The company is a medium sized manufacturing concern. The president 
was brought in from outside to take over the management reins. It was 
soon crystal clear to him that, if the company were to grow strong, about 
a dozen men—some of them old-timers in key staff spots—would have to 
go. 

The president tackled the firings as a major management problem, 
giving the problem plenty of planning. 

He worked out a detailed written plan and checked it with some 
outside advisors who offered criticism and some new ideas. The president 
revised his plan—and continued to revise it until all objections had been 
dealt with. Then he set the plan in action. 


First step was to gather and organize all the information that could 
be used when the men were told of their dismissal. This included accurate 
reasons for dismissal as well as facts on separation pay, and so on. 

Once all the dismissal facts were ready, the plan proceeded with 
careful timing. 


Dismissal interviews were held simultaneously. At a set time one 
morning, each of the men was called into his superior’s office and told 
that his employment was terminated. 


The dismissal interviews followed a pre-established general pattern, 
but were of an open-end nature. In each case, the superior was instructed 
to break the news as painlessly as possible but without leaving any 
doubt that the dismissal decision was final. Each superior had held his 
schedule clear for the entire day so that there would be no need to 
abruptly conclude the interview before the man himself was ready to 
do so. All interruptions, including phone calls, were also avoided. 


The men being dismissed were asked to leave the premises immedi- 
ately after their termination interviews. Primary purpose, of course, was 
to avoid the chance of bitter statements being spread to other employees. 


Immediately after the dismissal interviews had been conducted, the 
president called together all key employees of the company and told 
them what had happened. He carefully explained why the action was 
necessary. These key people then carried the news of the dismissals to 
the other employees throughout the company. 


When the word was out, there were some pockets of employee resent- 
ment, as had been expected. But on the whole, reports the president, 
morale actually improved, rather than suffering, because most employees 
were fully aware that the dismissed men had not been pulling their 
weight. 


Says the president in summary: 


“The so-called humane method of firing—the slow death process—is 
really the cruelest of all, particularly since the man being released is 
never made to face up to his problem. When we saw that the ax had 
to fall in our company, we let it fall swiftly and without forewarning. 
That way the job was finished before people had a chance to chew their 
nails and say, ‘I wonder if I'll be next.’ Instead, they said to themselves 
(or out loud), ‘Thank God it wasn’t me.’ “ 
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employees who desire the opportu- 
nity to get advice on personal or job 
problems. Your own personnel de- 
partment or an outside consultant 
can help sound out employee dis- 
satisfaction which might cause poor 
performance. 


7. Define duties and responsibilities: 
Write job descriptions carefully 
defining the job requirements and 
activities. Post an organization chart 
showing lines of authority. Held 
each man responsible for his own 
job. 
8. Avoid seniority principle: 
Promotions should be based on 
merit rather than a measure like 
length of tenure. 


Don’t feel guilty 


If you find a situation which can 
only be corrected by firing an em- 
ployee, don’t feel guilty about it. 
Face up to your responsibility to re- 
lease a man who is performing in- 
adequately. Remember, many others 
may be affected adversely by keep- 
ing him on the job. Fire early (be- 
fore you see the white of his eyes ) 
because the longer you wait to fire 
a man the harder your job becomes. 

Once you have made the basic de- 
termination to purify the corporate 
bloodstream, get it over with—that 
is, unless the guy happens to drop 
in to tell you how his wife needs an 
operation, or his kids need braces— 
in which case you'll just have to put 
it off for a few more months or 
years, @ 





You might have to shelve that pink slip 
if the man is having family difficulties. 
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FORD or BURNHAM VAN 


Exhibits and displays must be handled by pro- 
fessionals ... experienced in the safe, secure 
and swift moving of items of unusual value... 
and who are interested in what they are doing. 
Handling and loading are done with professional 
skill... with vans custom designed and equip- 
ped for the job. Each driver is dispatched to 
meet your schedule. Jt’s your privilege... be 
particular... call the man from Ford or Burn- 
ham Van. He’s listed in the Yellow Pages. 


Service to ALL States 


BURNHAM VAN SERVICE 


" FORD VAN LINES 








BURNHAM VAN SERVICE, INC., COLUMBUS, GA. 





FORD VAN LINES, LINCOLN, NEB, 


(Circle number 113 for more information) 























How to develop saleable 


Here an experienced marketing man tells you what characterizes a 


profitable new products program. He gives you eight questions, the answers to 


which will guide you past the pitfalls in new product development. And he 


offers you five guides on how to use product development funds most efficiently. 


By Edwin H. Sonnecken 


CE YQ) don't need 
limitless resources in order to de- 
velop saleable new products. You 
can create a new product program 
that is efficient if you follow the 
experience of other firms. 


Look at enough of the successful 
new product programs and you 
find that most of them have three 
things in common: 
™ They are systematically organ- 
ized and report directly to top 
management. 
® Financial implications are an in- 
tegral part of the plan, with con- 
trollers and treasurers participating 
actively and affirmatively. 

@ Any new product idea is meas- 
ured against the gauge of whether 
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President, Market Planning Corp., New York 


it will please the customer. . 
please him broadly .. . in utility, 
appearance, serviceability, price, 
and availability. 

Any decision to move forward on 
a new product program costs some 
money. How much money, and 
where it will come from, should be 
clearly spelled out before you head 
down the new product road. 


EIGHT QUESTIONS 


Here are eight questions to ask 
yourself. These questions will help 
you determine how much should be 
invested in your new product pro- 
gram: 

1. What is the stage in the life 
cycle of the industry? 


2. What is the actual and poten- 
tial volume for the product? 

3. What’s the competition? 

4. How much patent protection 
is available? 

5. How important are engineer- 
ing and tooling costs? 

6. How important are marketing 
costs? 

7. What is the ratio of fixed costs 
to variable costs in production? 

8. How much money is avail- 


able? 


1 Life cycle of the industry 


If you chart sales volume and 
investment in product development 
youll get two different curves, but 
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new products at low cost 


the relationship is comparable from 
one product field to another. Typi- 
cally, initial investment exceeds 
sales. Then sales rise rather sharp- 
ly. Then competitors enter the pic- 
ture and all producers can sell their 
output for a while. Then, as sales 
stabilize, intensive competition re- 
quires more and more product 
changes. Finally, as the market be- 
gins to decline, development costs 
cease abruptly. 

Most producers are reluctant— 
usually correctly so—to invest in a 
vanishing field. 

A classic example of a product in 
the initial stage of its cycle was 
the Model T Ford. In Europe, to- 
day, the Volkswagen is in a similar 
situation. 

At the other end of the cycle, we 
have witnessed the futile invest- 
ments by Coolerator to up-date the 
old-fashioned ice box in an effort 
to make it competitive with electric 
refrigeration. 


9 The actual and potential in- 
dustry volume 


How much you can expect to sell 
of a product governs the allowable 
degree of investment in its devel- 
opment and tooling. 

For some products, sales can ex- 
pand as price comes down, which 
may warrant heavy investments in 
production facilities. But this is 
far from a general rule. The ex- 
pression, “I wouldn't have it if you 
gave it to me,” applies to far more 
products than one might imagine. 
The apartment dweller in Manhat- 
tan has no use for a power lawn 
mower, only so many people will 
buy a baby bottle warmer, etc. 

A major reason, for example, that 
the style in office dictating ma- 
chines changes less frequently than 
the style in automobiles is that 
the market for them is so much 
smaller. 

Affordable investment, in a word, 
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is not so much a function of prod- 
uct complexity as it is of market 
size. 


3 The degree of competition 


Who else is in the field also has 
an important bearing on decisions 
with respect to investment. 

If youre up against a well- 
established product, you'll need a 
much heavier investment in en- 
gineering, research, consumer test- 
ing, marketing, and similar activi- 
ties than if you're exploring virgin 
territory. These investments can be 
lessened, however, by adroit use of 
research to determine areas of op- 
portunity which may be exploited— 
in product design or in promotion 
and marketing. 

As a rule, it takes more dollars to 
overcome a leader than to pioneer 
a product and keep first place. 


Protection is the other side 
4 of the competition story 


This usually means patent pro- 
tection. Some companies, like Min- 
nesota Mining, have a cardinal 
tenet that they will not invest in 
product development unless the 
prospects are good for patent pro- 
tection. 

We recently worked with a com- 
pany to plan market testing and 
sales development for a foreign 
product on which U. S. patent 
rights had been acquired. When we 
pointed out that the degree and 
timing of investment in market de- 
velopment would be governed in 
part by the length of time which 
this company would have the prod- 
uct on an exclusive basis in the 
U.S.A., we were surprised to learn 
that the key marketing executives 
had no knowledge of the degree or 
period of exclusiveness we were 
working with. And this in a com- 
pany whose beginnings 30 years 
ago were based on a_ patented 
product. 


Engineering and tooling costs 
5 vary widely 

The garment industry can bring 
out a new model with very little 
investment. Cosmetics need modest 
amounts for packaging and label- 
ing (but marketing costs are 
major). If you contemplate enter- 
ing a business outside the areas of 
your familiarity, it is important to 
recognize the kinds of costs likely 
to be encountered. 


6 Marketing costs 


Manufacturers accustomed to 
heavy capital expenditures in the 
producer goods area may be 
completely unprepared—financially 
and psychologically—for the heavy 
marketing investments required in 
the consumer goods business. These 
are characteristically underesti- 
mated—but they are just as vital as 
any other dollar commitment. 


Ratios of fixed to 
7 variable cost 


The relationship between fixed 
and variable costs should be 
checked out before launching on 
a project. If the ratio is high, you 
should have either a guaranteed 
market or a very conservative esti- 
mate of high volume. 

For example, a venture into 
the production of electricity from 
atomic power presupposes a pretty 
good understanding of the volume 
and price at which the output can 
be sold. 


How much money is 
8 available for investment? 


Without a doubt, the tooling and 
styling of the Studebaker Lark is 
more a function of available funds 
than of most any other criterion. 
Necessity being the mother of in- 
vention, a shortage of funds may 
produce more ingenuity and better 
solutions than a plentitude would 


59 

















have. Whatever you do, be sure 
that the program is compatible with 
the funds available. 


FINANCING THE PRODUCT 
DEVELOPMENT PROGRAM 


Where’s the money coming from? 

Even though past earnings may 
have been good and there’s a large 
surplus on the balance sheet, the 
money may be tied up in facilities 
and unavailable for new product 
programs. On the other hand, de- 
preciation charges may provide 


cash flow for product development 
—though theoretically these funds 
are for the replacement of the de- 
preciated facilities. You should 
evaluate carefully the relative 
merits of replacing existing equip- 
ment vs. investing in new products. 

One stumbling block—sometimes 
encountered in a_ divisionalized 
company—is the notion that each 
division should finance its own 
product development, just as 
though it were an independent 
company. In our experience, this 
is very short sighted and is carrying 
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ation collator 


Fully automatic . . . unprecedented performance 
without the penalty of high price or space waste! 


Announcing a new dimension in col- 
lating versatility, accuracy, speed and 
compactness — the all-new, completely 
automatic Rotomatic by Thomas Col- 
lator Industries, Inc. If you collate in 
volume, you'll want all the details on 
the Rotomatic’s ease of total opera- 
tion and multiple savings. For com- 
plete information and prices, without 
obligation, write today. 


Accurately collates, counts, staggers or 
stitches 25,000 sheets per hour 


Exclusive push button programmer permits 
different jobs to be run at same time 


Occupies only 171% sq. ft. of floor space 


Loads in less than 7 minutes ... no 
adjustments for vacuum systems, fans, 
weights, finishes 


Handles sheet sizes from 7” x 8” to 11” x 
14” in most every weight and finish 


Offers more features at a lower price than 
any other collator on the market 


Me Thomas Collator Industries, Inc. 


Dept. D-4, 100 Church Street, New York, New York 
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the profit-center concept too far. 

Maybe you can “milk” one of 
your products—instead of killing it, 
allow it to die off profitably by re- 
moving all or most of its advertising 
and marketing support. This is 
really a corollary of the investment 
principle we stated earlier: make 
heavy investments in a growing 
market but cut them sharply in 
a declining one. 

One cigarette producer has won 
dominance in the filter market by 
overspending (i.e., investing) fi- 
nanced by underspending, (i.e., 
milking a declining brand in the 
regular market. ) 

Sometimes it may be worthwhile 
to go outside for financing of new 
product development. If you're in- 
genious, you may find other possi- 
bilities in addition to the conven- 
tional sources such as borrowing 
(from banks or through bonds) or 
from additional equity financing. 
Perhaps your dealers or wholesalers 
may lend a hand—stranger things 
have happened. Or perhaps you 
can use a factoring firm to discount 
your receivables and thereby ob- 
tain funds. 

The important point is this: make 
certain that all available sources 
of funds have been checked to de- 
termine the most suitable and the 
lowest cost method of financing. 

The generation of funds through 
proper costing and pricing is a criti- 
cal part of financing, too. Too often, 
the development is far down the 
road before a detailed program of 
this type has been laid out. 

And don't forget the time cycle 
for the product. Traditional cycles 
for durable goods become shorter 
as competition gets more intensive 
“blue-sky” financial planning on a 
four-year cycle represents a real 
loss when your competitors come 
out with a new product after only 
two years have passed. 

Volume estimates also are criti- 
cal. If they're too high you'll make 
an unwarranted investment which 
cannot be recovered. If they're too 
low, product programs may be 
abandoned or inadequate funds 
devoted to them. 

Consider the “standard volume” 
concept (the average volume ex- 
pected over a period of years, say 
five to 10). This overcomes the 
dilemma of being unable to forecast 
accurately the volume for a given 
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model year. It also introduces pric- 
ing stability and thereby helps pro- 
duction stability. Standard volume 
also provides a yardstick of per- 
formance year in and year out by 
washing out the effects of changes 
in industry volume—for which the 
planners and managers are presum- 
ably not responsible. 


FIVE GUIDES IN SPENDING FOR 
PRODUCT DEVELOPMENT 


Having checked out the need for 
funds, their availability, and their 
source—now’s the time to consider 
how you can best spend the money. 
Here are five guides: 


Try first to keep present manu- 
facturing facilities busy 


Maybe this is so obvious that it 
doesn't require mention. But some- 
times companies look pretty far 
afield for new opportunities when 
they might be more ingenious. 
Look at the small manufacturer 
who made tuning pins for pianos: 
he started making axles for toy 
railroad cars. Both products come 
off similar machines, use the same 
raw materials. 


Take advantage of technical 
knowledge or patent position 


If you can capitalize on techni- 
cal knowhow as well as facilities, 
you've doubled vour chances. For 
example, in the field of credit, who 
should be more qualified than 
banks? Yet consumer credit has 
been promoted more effectively 
(until recently) by others. Now 
the banks are beginning to wake 
up to their opportunity—First Na- 
tional City Bank of New York's 
Citibank Credit Plan (and others 
like it) take advantage of bank 
facilities, knowledge, and sources 
of funds. American Express Co.’s 
move into the credit card field is 
another example. 


Take advantage of 
marketing knowledge 


In the computer field, for ex- 
ample, some companies have pio- 
neered in technology but have been 
weak on application. National Cash 
Register, however, capitalizing on 
its long service to the banking and 
the retail fields, developed elec- 
tronic data processing equipment 


FEBRUARY 1960 


tailored to the needs of banks and 
department stores. On the other 
hand, some very successful market- 
ers enter new fields and flop. Gen- 
eral Mills, after engaging in some 
technical developments during 
World War II, marketed electric 
irons and pressure cookers. They 
are no longer in the business. Fair- 
banks Morse went into the electric 
refrigerator business, later sold out 
to Philco. International Harvester 
likewise tried the refrigerator busi- 
ness. The Pressed Steel Car com- 
pany decided that electric ap- 


pliances could be made in their 
plants—the problem was selling 
them. 


Take advantage of 
financial position 


_ If you have lots of money avail- 
able for product development, it 
may be a good rule not to go into 
anything that requires only a little 
money. This is on the theory that 
fringe operators will stay out of 
the big money operations—and you 
won't be plagued with marginal 
operators who don’t know what 
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BUILDINGS PASS 
THE GIANT JANITOR’S 
WHITE GLOVE 


It takes a Giant Janitor to keep America’s most important buildings 
White Glove Clean. American Building Maintenance Company’s Giant 
Janitor service is the world’s largest cleaning force. 

ABM’s Calculated Cleanliness results from exhaustive material testing, 
outstanding skill and experience, and most of all, a giant staff of well- 
qualified people under critical supervision. For over 40 years, ABM has 
serviced structures of all sizes, at reasonable cost. No job is too big, no 
job is too small. Dallas’ beautiful Mercantile Buildings—over a million 
square feet—benefit from this experience, as do thousands of our other 
clients in the United States and Canada. We should be happy to put our 
tremendous store of information at your disposal, without obligation. 











AMERICAN BUILDING MAINTENANCE CO. 


World’s Largest Janitorial Contractors » Throughout the United States and Canada 


Serving more than 40 cities » Address inquiries to 335 Fell Street, 
San Francisco 2, California or consult your telephone directory 
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Chart-Pak Tapes for Graphs and Charts. . . 
now in NEW TAPE-SAVER DISPENSER 


(at no extra cost) 


ONLY CHART-PAK HAS IT! 
Keeps tape edges clean . 
No waste... use every inch YS # 

Easy spindle storing ; ) = ee a || 
Protected from damage [ — fw Te 








bs) Make clean, professional looking charts, graphs and other 
visual presentations fast... easy . . . without the fuss and 
muss of a single pen stroke. Available in a wide variety of 
patterns and colors. Precision slit in widths from 1/64” to 2”. 
Backing sticks firmly, will not melt under heat of reproduction 
... yet can be easily lifted and reapplied for corrections. Ideal 
for use on all surfaces. Special Chart-Pak planning boards and 
sheets also available. 














Write for full details or consult your Yellow Pages 
under “Charts-Business<’ 
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CHART-PAK, Inc. 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


Saves time... 
Saves money! 





~~ 352 River Road, Leeds, Mass. 
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Free illustrated booklet shows you how TELKEE saves you time 
and money, gives you new convenience. 


Stops time wasted locating lost or borrowed keys 
Eliminates expensive lock replacement and repairs 
Organizes all your keys in one convenient system 


What’s more, TELKEE guarantees maximum security and privacy 
—keeps keys in authorized hands, always. 
TELKEE’s in control, wherever keys are used—in offices, fac- 


tories, stores; in schools, hospitals, housing; in industry, institu- 
tions, transportation, and government. 


FREE: send today 


we 























! P. O. MOORE, INC., Glen Riddle 9, Pa. : 

| Please send free TELKEE Booklet | 

j Name j 

l Company I 

ITN | Address | 

— ° l City State en l 

The MOORE KEY CONTROL’ System |<." — oo 
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their true costs are or who are 
causing distress merchandising as 
a result of constant liquidations. 


Take advantage of 
distribution facilities 


This may be the best way to use 
your assets. A watch manufacturer 
with a strong position in the credit 
jewelry field has capitalized on it 
by adding small radios and elec- 
tric shavers to his line. Ford re- 
cently decided to go into the 
automotive finance business, capi- 
talizing on its dealer network. The 
return will very likely be more than 
adequate—and the risk consider- 
ably less than money invested in 
the development of a new car line. 


TEST ADEQUATELY— 
AND KNOW WHEN TO STOP 


When you plan a new product 
program, be sure financial and time 
provision has been made for all 
of these: laboratory testing—use 
testing—market _testing—consumer 
testing—marketing testing. 

Time and again in our work we 
run into product programs which 
are not tested because of these 
alleged reasons: “No money’—“No 
time”—“Secrecy.” Sometimes these 
are the real reasons, but often a 
company doesn’t want to know 
about (or admit) a mistake once a 
project has been begun. 

If you've spent several hundred 
thousand dollars in a project, per- 
haps you're reluctant to submit the 
product to any testing which might 
say “Halt”—even though it may be 
much more costly to continue the 
project and produce a marketing 
failure. But you’ve got to keep 
from becoming so emotionally in- 
volved and committed that the 
project can’t be stopped or altered. 


SUMMARY 


The success of new products can 
be predicted. It depends on the 
attention that top management 
gives to new product planning .. . 
and on the intelligent generation 
and use of funds for this type of 
insurance on future profits. Chances 
of new product success can be in- 
creased greatly by leading from 
strength: taking advantage of pres- 
ent manufacturing facilities, tech- 
nical knowledge, patent position, 
marketing skills, financial position, 
and distribution facilities. @ 
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PAPERWORK 
EFFICIENCY 
SOARED FOR 
AMERICAN 


_— DAVIDSON 
|, DAV-A-MATIC 


cn | every day-by 
“. e@ just one Dav-A-Matic! 





American Airlines Jet Maintenance and Engineering Cen- 
ter, Tulsa, Oklahoma, installed a Dav-A-Matic a year and a 
half ago—and right from the start, saved at least 50% on 
the time required for each job. Dav-A-Matic’s automatic 
plate-changer did the trick. With this unique feature, no 
stopping is required to change masters between jobs. 


While Dav-A-Matic is capable of long runs at high speeds, 
American Airlines uses its machine solely for short-run 
work of under 100 copies. They’ve found it good for repro- 
ducing interplant bulletins, correspondence, departmental 
reports, aircraft log sheets, sketches, and training materials. 
Straight copy matter is typed directly onto the master, 
while illustrative material is transferred by Xerography. 


“One feature that is especially attractive to us,” says Mr. 
J. K. Schladale, Supervisor of Office Services, “‘is the uni- 
versal systems feed permitting the introduction of papers 
and forms of different weights and sizes in the course of 
one run. This saves duplicated clerical effort, improves 
accuracy, and saves time. We also like the cleanliness and 
convenience of the automatic blanket cleaner, the simplicity 
of the controls, and the quality of the finished jobs. The ver- 
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250-plus masters are reproduced 










satility of the Dav-A-Matic duplicator is very satisfactory.” 
Learn more about Dav-A-Matic—and the important savings 
it brings. For case history on Dav-A-Matic at American 
Airlines, call your Davidson Distributor (he’s listed in the 
Yellow Pages)—or write to Davidson Corporation, 29 
Ryerson Street, Brooklyn 5, N. Y. 





DAVIDSON CORPORATION, Dept. MM-2-60 
Subsidiary of Mergenthaler Linotype Company 
29 Ryerson Street, Brooklyn 5, N. Y. 


Send me Case History No. A20 — plus other 
free booklets about Dav-A-Matic. 


Name 





Company 
Davidson Address 


City Zone State 
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How to keep people 
from bothering you 


8 ways to destroy your communications with others 


Es You can save a lot of time if you can just stop people 
from bothering you. 

There are many ways to stop subordinates and associates from 
bringing you their ideas, problems, and all those other things that 
people always seem to have on their minds. 

One way to accomplish this, of course, is simply to make yourself 
inaccessible to others. But this is bad form. The modern executive 
makes it known that he is a firm believer in the open door policy. 

Yet even with your office door wide open, you can create an invisible 
shield that will guard you against the need to listen to others. 

To build this kind of invisible shield is easy: when someone tries to 
communicate with you, just respond in any of the ways shown here. 

Before long, people will learn that it’s silly to even try to get through 
to you, and they'll stop bothering you altogether. 

When this happens, you'll at last have time to think. In fact, you'll 
have plenty of time to sit quietly and undisturbed in your office and 
try to figure out what it is that everybody out there is grumbling about. 














Idea stopper number one: | 


INTERRUPT! 


m Some quick minded executives 
have mastered the interruption 
method to perfection. The trick is to 
let your man speak just long enough 
so that you can guess what it is he 
is going to say. Then you interrupt 
and say it for him. But, of course, 
you turn his clincher around to sup- 
port your point of view, not his. 

A stubborn individual may try to 
get a word in again after you have 
interrupted him once. If so, let him 
get a good second start. This will 
demonstrate that you are patient 
and tolerant. But before he goes too 
far, interrupt again, and this time 
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change the subject completely. Talk 
about Hurricane Able, nuclear fis- 
sion—anything. 

Chances are that he won't make 
a third try. 


Idea stopper number two: 
CREATE DIVERSIONS! 





® Use this method to destroy com- 
munication during a meeting. When 
someone else has the floor, all you 
do is start explaining something in 
semi-hushed tones to the person 
sitting on your left or right. Don't 
drown out the speaker; that indi- 
cates lack of finesse. Let him be 
heard, but just enough so that peo- 
ple have to listen to both of you. 
This means they won't be able to 
hear what you are saying, but they 
won't be able to listen to the 
speaker, either. 

A variation of this method is to 
stand up and take over while the 
speaker is still talking. Use this only 
on subordinates. With both of you 
talking at once, it may sound like 
the Tower of Babel for a few sec- 
onds, but if you talk loud, long and 
fast enough, he will finally relent 
(out of courtesy to you). 


Idea stopper number three: 
BE A NAME CALLER! 





Here is a change of pace ap- 
proach, You don’t interrupt the per- 
son who is doing the talking, and 
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WHY BUY “JUST ANOTHER” 
PHOTOCOPY MACHINE? 


see the 
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...» THE MOST VERSATILE 
PHOTOCOPY MACHINE 
IN THE WORLD! 


Now, the new Photorapid Electra combines all 
office copying operations with quality and speed 
unequaled by any other machine! Makes single 
copies... or, with Photorapid’s exclusive Multi- 
copy copy paper, makes three to twelve copies 
from a single negative with no special chemicals 
or attachments! Copies anything the eye can see! 
Anyone can learn in 5 minutes to make perfect 
copies ... copies you'll be proud to show! 

But, that’s not all. The Photorapid Electra 
makes aluminum offset plates, too. With the 
Photorapid MAGI-PLATE, the Electra lets you make 
perfect plates right in your own office! Takes only 
60 seconds! Costs only 39¢ complete! Makes up 
to 40,000 copies! And, it’s the cleanest, easiest 
plate-making process ever developed ! 


FREE TRIAL in your PLANT OR OFFICE! 


Call, wire or mail coupon to your nearest Photorapid Division Office. 


Photorapl 




















CORPORATION 
EASTERN DIVISION free een ae nner eee eee eee ee 
Dept. MM-1 | We would like a free trial of the PHOTORAPID ELECTRA | 
236 Fifth Ave. | MULTICOPY AND MAGI-PLATE in our office without | 
New York 1, N.Y. obligation. Dept. MM-1 
MUrray Hill 9-3676 | | 
| NAME | 
CENTRAL DIVISION i 
Dept. MM-1 TITLE 
3620 Oakton St. 
Skokie, IIlinois | FIRM NAME | 
JUniper 8-1600 | aporess | 
WESTERN DIVISION | | 
ool aes | city ZONE___ STATE | 
142 Oregon St. | PHONE | 
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In automatic collating 


Lowest cost 
+ Highest speed 








=New Maceymatic 


If your office prepares multi-page reports, catalogs and 
similar collated materials at frequent intervals, you'll 
save time and money with MACEYMATIC. This fully auto- 
matic, vacuum-feed collator costs less than any other... 
offers many features found only on higher priced machines. 


Maceymatic frees your clerical help for other duties. It 
relieves them of a tedious, exhausting job. (Often done 
at overtime rates.) 


Automatic, fast, errorless, MACEYMATIC is inexpensive to 
operate. It offers such features as missing sheet detector; 
speed of 2,600 cycles per hour; one-minute set-up time; 
handles sheet sizes ranging from 5” x 8” to 9” x 12”. 


Booklet will help you. In case you aren’t certain that a 
MACEYMATIC has a place in your business, send for a 
copy of “The Gathering Storm”. It will open your eyes 
to facts you might not be aware of. 


Free survey. Get in touch with us and we'll run a fast 
check of your business to help determine where and how 
you’d save with a MACEYMATIC... how quickly it would 
pay for itself out of savings. 





A Subsidiary of Harris-intertype Corporation 
13825 Enterprise Avenue, Cleveland 35, Ohlo 
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you don’t divert attention. You let 
him finish what he has to say. Then, 
when he has made his final point, 
you just announce that he is crazy. 
Certainly no one in his right mind 
would talk or think like that! 

It is best to do this name calling 
in your most resonant voice so that 
anyone nearby is certain to hear you 
(remember the open door policy ). 

This approach is not only likely to 
destroy your communication with 
others, but is guaranteed to enliven 
any sleeping ulcers in the people 
around you. 

But if simple name calling doesn’t 
work, you can use the strongest ver- 
sion of the method—that is, by call- 
ing the man a tiar. There are a 
number of polite ways of doing 
this. 


Idea stopper number four: 
CHALLENGE HIS INTEGRITY! 


= Again, with this method you let 
the speaker finish what he has to say. 
Then you begin to respond, in a 
friendly way. As you do so, you casu- 
ally drop in phrases that will reflect 
the fact that you question his integ- 
rity. For example, you can refer to 
the man’s personal or hidden inter- 
ests in connection with the proposal 
he has made. 

Here are some stock questions to 
use: What are you trying to hide? 
Who gets the payoff? What's in this 
for you? Why aren't all the facts al- 
lowed to come out? 

Keep making these questions less 
and less subtle until the man goes on 
the defensive and starts to deny the 
charges you are implying against 
him. He will probably become so 
wrapped up in the job of defending 
himself that he will forget all about 
the thought he was trying to bother 
you with in the first place. 


Idea stopper number five: 
CONTRADICT! 


= Here’s a method of destroying 
communication that requires no 
imagination or finesse at all. You 
don’t even have to remember to in- 
terrupt or distract the man. In fact, 
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you don’t even have to listen to what 
he is saying. 

All you do is wait until he is fin- 
ished speaking. Then you contradict 
him. Don’t bother with logic or ar- 
gument. Just say he’s wrong. Give no 
reasons—no if’s, and’s or but’s. 

He will start sputtering, of course. 
You just keep shrugging your shoul- 
ders. He’s wrong, that’s all. Keep 
repeating it. 

If he is a courageous soul, he may 
try to get you to show him where 
he is wrong. Be careful. Don’t get 
mousetrapped by offering counter 
arguments that he, in turn, can chal- 
lenge. 

No, just keep him dangling. Chal- 
lenge his sources, his experience, his 
qualifications. Chances are he will 
eventually recognize your superior 
wisdom and stop worrying you with 
thoughts from his less fertile mind. 


Idea stopper number six: 
CHANGE THE SUBJECT! 





® Of all the methods you can use 
to destroy the purpose of communi- 
cation, getting off the subject is 
probably the most effective of all. 
And it is so subtle. No one’s feel- 
ings get hurt and nobody even real- 
izes what happened. The method 
works best in group discussion. 

Here’s how to do it: Let the sub- 
ject drift around for awhile. Just 
when it appears something con- 
crete will be presented—introduce 
a new subject! 

Something like this works pretty 
well: “Say, I wonder if anybody 
knows what happened to Joe Mont- 
gomery. Haven't seen him around 
for awhile.” 

Someone is almost certain to 
answer, and this new subject can be 
explored briefly. Then you change 
the subject again—and again, and 
again—moving the discussion still 
further from the target. 

It’s only after the discussion is 
over that people begin to realize 
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To build a cart, a rack, or storage shelf 
use Equipto Angle and Do-it-Yourself 











The only true slotted angle 
on the market 


What can be made with Equipto Slotted Angle 
depends only on one’s imagination. May be used 
for building stairs, scaffolds, ladders, conveyor 
frames and many other useful time-saving struc- 
tures. Hot dipped galvanized for maximum rust 
prevention — not electro-galvanized or painted. 
The sheer simplicity of Equipto Angle makes the 
job of assembly highly economical in terms of 
manpower—just cut and bolt together. No waste 
—even small pieces can be used for joints, splices 
or braces. Temporary structures may be dis- 
assembled and material re-used. 


Equipto Angle is the standard of the industry. 
1 Available in either 12 or 14 gauge. 2 Comes 
in convenient lengths packed 10 angles to a 
bundle with hardware. 3 Two sizes, 144” x 214” 
and 114” x 3”. 4 Bolts are standard and inter- 
change with other materials. Why not find out 
more about this versatile framing material. Write 
today for your free copy of Equipto Idea Book 
No. 299. 








os EQUIPTO 
BENCHES DRAWER UNITS LOCKERS EQUIPTO ROBE STOCK CARTS ANGLE 
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vy Gives Graphic Picture of Your Operations 
—Spotlighted by Color 

vy Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

yx Simple to operate — Type or Write on 
Cards, Snap in Grooves 

vx Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

ye Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Complete Price 449°° including cards 


24-PAGE BOOKLET NO. M-300 


Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 
Yanceyville, North Carolina 
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NO COSTLY SHELVING NEEDED WITH 


CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 





Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They‘re shipped 
assembled, ready for use. 

NOW-—smooth, staple-free 
fronts make them suitable 
even for ‘‘front-office”’ use. 


Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 
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‘How to Please the Boss... 
SAVE EXECUTIVE TIME © REDUCE REFERENCE ERRORS @ BUY 


THANO TAB FORMS 


Shaded 


Columns | 


Easy Reference 
AT NO EXTRA COST 


When reports go to “The 
Boss”, why not make them 
error-free, more readable, 
quick and easy to use 

for comparisons and figure 
analysis. Everyone will be 
pleased. Hano Lithographed 
Tabulating Forms with 
shaded vertical or horizontal 
columns are the answer. 
They are worth looking into 
right away. 


write for 
FREE SAMPLE PACKET NO. 101 














COMPANY, INC. 
MAIN OFFICE AND FACTORY 
HOLYOKE, MASSACHUSETTS 


BRANCH PLANT 
MT. OLIVE, ILLINOIS 


LPT SREP HED BUSINESS FORMS SINCE 1888 
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that they never finished what they 
started out to talk about in the first 
place. 


Idea stopper number seven: 
LAUGH IT OFF! 





» This approach shows how good 
natured you are. When the other 
person tries to make a point, don't 
show impatience. Instead, display 
your tolerance and good natured 
amusement. You'll listen if he insists, 
of course, but what good will it do? 
The whole thing is amusing, so 
funny it doesn’t deserve to have all 
this time wasted on it. 

A good sentence to memorize is: 
“Joe, youre a nice guy, but this 
whole idea is silly.” 

By using this sentence, you put 
Joe in a position where he must 
prove that he isn’t silly, and in try- 
ing to present his defense, he may 
show that he isn’t really a nice guy. 
At any rate, as in the case of chal- 
lenging integrity, the man _ will 
get so involved in defending himself 
that he will forget the original point 
he was trying to make. 


Idea stopper number eight: 
GIVE A BRUSH 


" This method is first cousin to 
the laugh off. The technique is to 
interrupt as soon as the man stops 
to take his first breath. Make it 
clear that your mind is made up 
on the matter and you don’t want 
to discuss it further. Dismiss the 
thing with a wave of your hand. 

Follow up this action instantly 
by picking up and examining some 
papers in front of you, yelling for 
your secretary, or telephoning your 
masseur to verify your afternoon 
appointment. 

There are few better ways to 
make a person feel like a fool than 
to brush off what he has to say in 
this manner. Seldom will he ever 
come back and disturb you again. @ 
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CONTROL AT CELANESE 











“Moore forms help us 


save $16,000 a year 


in billing costs” 


Celanese Chemical Company’s new automated order- 
invoice system has brought many advantages, both to 
the company’s management and to its operating de- 
partments. These include better control of production 
and shipping, and centralized billing, with faster, more 
accurate paperwork in nine locations. The system makes 
possible a 25% increase in billing without extra 
operating costs. 


The system’s basic feature is automatic printing of 
information on specially-designed forms. Orders are 
processed like this: first, a customer acknowledgement 
is prepared on a nine-part form. This is done on an 
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Build control with 


MOORE BUSINESS FORMS 











WALTER L. McINTOSH, Controller, Celanese Chemical Company, 
a division of Celanese Corporation of America 


automatic typewriter that produces a punched by- 
product tape, containing the order data. As copies of 
the acknowledgement are distributed, the tape is used 
to send the order by teletype to the specified shipping 
point for filling. At the same time, it is picked up on 
duplicate tape at Central Billing, where it is held until 
a shipping report comes in. Then the duplicate order 
tape is used on automatic billing machines to print the 
invoice on another nine-part form. 


A second by-product tape is made at this time, and 
converted to punched cards. Data for accounts receiv- 
able, weekly sales analyses and other control functions 
are derived from these cards. All through the system, 
manual operations have been cut, reducing the chance 
of error to a minimum. Time is saved at every step, 
and the multi-part forms provide accurate copies for 
every office need. The forms are Moore Speediflo— 
the company’s control in print. 


_ “When it came to handling paperwork, the Moore 
man’s advice was priceless,” said Walter L. McIntosh, 
Controller of Celanese Chemical Company. To find out 
how the Moore man’s knowledge of systems can help 
you get the control your business needs, write the 
nearest Moore office. 


Moore Business Forms, INc., Niagara Falls, N. Y.; Denton, Texas; 
Emeryville, Calif. Over 300 offices and factories 
throughout the U. S., Canada, Mexico, Cuba, Carib- 
bean and Central America. ® 
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Flow to motivate 
your salesmen 


= How to motivate salesmen is one of the 16 toughest 


problems in marketing. 


This is the finding of a survey by the National Sales 


Executives, Inc. 


Yet there are hundreds of ways you can solve this 


“uum Research shows 
there are six major factors that deter- 
mine the motivation of salesmen: com- 
pensation, promotions and_ benefits, 
home office contact, recognition, com- 
petitions, field supervision. 

Check to see whether your practices 
motivate or demoralize your salesmen. 


Compensation 


1. Is your compensation plan simple 
and easy to understand? 

2. Does your total compensation 
compare favorably with that of other 
companies in your industry? 

3. Does it provide equal potential 
and equal workloads for each man? 

4. If you divide commissions in 
some instances, are there clear-cut poli- 
cies on how they are divided? 

5. Is there conscious or unconscious 
favoring of “pet” salesmen? 

6. Is the situation fair on house 
accounts? 


Promotions and benefits 


1. Is there a clear-cut policy on pro- 
motions? 

2. Is there a retirement program? 
Do your salesmen understand it thor- 
oughly? 

3. Have you distributed printed ma- 
terial fully explaining all the other 
employment benefits — paid vacations, 
insurance, etc.? 


From company to salesmen: 


1. Are sales letters and bulletins 
used effectively? 
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problem. For example, Porter Henry & Co., Inc., New 


York sales and marketing consultants, has put together 


a checklist of several key questions to ask yourself in 


order to evaluate and improve your motivation pro- 


2. Do they contain useful sales in- 
formation rather than mere preach- 
ments? 

3. Does the salesman know exactly 
what he is supposed to do, how he is 
supposed to do it, and why he will 
benefit if he does do it? 

4. Are contacts—by mail, phone, or 
personal visit—sufficiently frequent so 
that the salesman doesn’t feel for- 
gotten? 

5. Does the salesman get a clear ex- 
planation of company policies—and the 
reasons for them? 

6. Is he notified promptly of policy 
changes, new products, new plans, 
etc.P (Nothing is more embarrassing to 
a salesman than to learn about such 
things from a customer or a com- 
petitor. ) 





Is there favoring of “pet” salesmen? 


gram. These ideas will spur lots of others. 


From the salesman to the company: 

1. Are his letters promptly acknow!l- 
edged? Questions promptly answered? 

2. Are his suggestions considered, 
and is he notified of the final decision 
on them? 

3. Does he know what use you make 
of the sales reports he fills out, and why 
this information is important? 


Recognition 


1. Do you have a formal recognition 
program, such as a “Top Salesmen’s 
Club,” a “Junior Board of Directors,” 
etc.? 

2. Does he receive informal recogni- 
tion on his accomplishments—a men- 
tion in your house organ or sales 
bulletin, a complimentary letter or 
phone call? 

3. Is his work periodically reviewed 
and evaluated? (Everybody wants to 
know, “How’m I doing?” Experts say 
it’s better to give him a poor evaluation 
than none at all.) 


Competitions 


1. Do you use contests? Should you? 

2. If you do, are they short, simple, 
with equal opportunity for all, and 
frequent reports of standings? 


Field supervision 


1. Are your middle managers (sales 
supervisors, district managers, regional 
managers) trained to evaluate and 
coach the salesmen? 

2. Do you follow up to see that they 
do? @ 
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Blunt Facts About Your Cost 
Of Selling To Businessmen 


A direct challenge to management about 
its advertising costs — and results 


If you are spending more than $10,000 a year to advertise to the business market, 
we can prove you are wasting as much as 50c of each dollar you spend! 


These astonishing facts are now a matter of record: 


1. If you sell to the business market, we can prove that the bulk of your present 
and future sales should come from a total market of only 38,000 firms! 


2. Further, we can prove that in these firms, there is a key group of fewer than 
80,000 top executives whose decisions control the total sales you can get. 


3. There is only ONE advertising medium that concentrates on this group—and 
avoids virtually all waste—Management Methods—the magazine you are now hold- 
ing in your hands. 


4. Management Methods gives you precisely this group for your advertising—at 
a cost LOWER THAN ANY OTHER MEDIUM. It does not dilute your advertising 
dollar on people who do not have the power and authority to buy. 


This is why sellers to the business market have in- 
creased their January advertising in Management 
Methods 61% over the same period a year ago! 





Accept our challenge. Let us show you the waste in your advertising. Let us show 
you how to concentrate your advertising in precisely the hands which can respond 
—at a cost far lower than any other medium. 


The facts in this advertisement are supported by some of the most dramatic studies 
ever made in this field. We will send you a copy of these studies if you will request 
it as soon as possible. Simply write on your company letterhead to Research Direc- 
tor, Management Methods, 22 West Putnam Avenue, Greenwich, Conn. 


MANAGEMENT MAGAZINES, INC. 


Management Methods, School Management, Management Publishing Corp. 


22 West Putnam Avenue, Greenwich, Conn. 
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WHICH MARK IS YOURS? 








Bold, stencil mark- 
ing complies with 
Marking Rule 6. 





FOUR SIZES: 
i %”, y,/", Y,/" 


“FREIGHT MUST BE STENCILED or otherwise 
durably and plainly marked” reads Rule 6, Marking Freight. 


Do your shipments pass this test? 
PLAINLY MARKED—can you read the address at 10 feet? 


DURABLY MARKED —is the address weatherproof 
and permanent? 


Careless marking costs shippers millions of dollars yearly, 
say railroads and truck lines. Proper marking would save this. 


Try the Marsh Stencil Method on your shipments 
one week free. Write for sample stencil of your name and 
24-page booklet on proper marking. 


VAS 
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MARSH STENCIL MACHINE CO. ..-- 











- BELLEVILLE 19, ILL. : 
; Pin to letterhead and mail for free booklet and sample stencil ° 
¢ of your name. ° 
* NAME 
* TITLE : 


@eeeeoeeveeveeeeeeeeeeeeeeneeeeeeeeeeeeeeeeeeeeeoeeeeee ee ee 


(Circle number 151 for more information) 


72 








Business 
electronics 


“Computers and How They 
Work” will give any executive a 
quick grasp of all the fundamentals 
of electronic data processing. 

Written by Expert James D. 
Fahnestock, the book uses non- 
technical comparisons and explana- 
tions of basic computer principles. 
Memories, flip-flops, binary count- 
ing systems, programming, circu- 
itry, et al become easily under- 
standable couched in layman’s 
language. 

The 228-page book is made more 
helpful with its 113 clear illustra- 
tions. Priced at $4.95, a copy can 
be secured from Ziff-Davis Book 
Division, One Park Avenue, New 
York 16. 


New book translates 





basic aspects of computers 


Photoelectric reader scans 
1,000 characters a second 


A new transistorized punched 
tape reader which stops before the 
next character at reading speeds of 
1,000 characters per second has 
been developed by Digitronics 
Corp. The fast stop is possible 
because a unique design feature 
has essentially eliminated mechan- 





New punched paper tape reader offers 
wide range of versatility to the user. 
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ical motion in stopping the tape. 

Called the Dykor 3500, it handles 
interchangeably all standard five, 
six, seven or eight level tapes plus 
sprocket by a simple setting of 
tape guides. 

Modular construction of the unit 
allows specification of only those 
features required. Thus various 
stages of amplification are available 
for both input control and output 
data signals. 

To insure reliable reading levels 
over wide temperature ranges, only 
silicon photo-diodes are used. To 
further guarantee trouble-free op- 
eration, the light source is consid- 
erably derated. 

For more technical details on this 
solid-state reader, circle number 238 
on the Reader Service Card. 


Electronic shield protects 
vital records and safes 


Full time protection can be 
placed around files, cabinets or 
other equipment by an electronic 
shield developed by Diebold, Inc. 

Even a hand held within the 
protected perimeter will set off this 
new proximity alarm. There are no 
wires to trip, no light beams to 
interrupt or microphones to record 
noise. 

Components of the system in- 
clude a master control unit, outside 
alarm and battery housings, and 
alarra connections to the protected 
equipment. 

For complete details on this tamper- 
proof system, circle number 239 on the 
Reader Service Card. 


Split second reports 
of 1960 Olympic results 


Thanks to a unique data process- 
ing system, scores and standings in 
the VIII Olympic Winter Games at 
Squaw Valley, Calif., will be ready 
instantly for international release. 

In the past, some results, particu- 
larly those in jumping and figure 
skating competitions, have taken 
hours to determine and transcribe 
manually. 

Latest developments in integrated 
timing, electronic data processing, 
automated offset duplicating and 
Xerography equipment will be har- 
nessed to produce a steady flow of 
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information for the press, radio, TV, 
contestants and officials. 

For instance, as each racer crosses 
the line, an IBM Ramac will record 
his number, name, country and 
time. At the moment the last entrant 
finishes, data stored in the mem- 
ory unit, including biographical 
sketches, will be printed directly on 
continuous Addressograph Multilith 
masters at the rate of 150 lines per 
minute. In less than three minutes 
releases will be distributed to 3,000 
officials, contestants and press at- 
tendants. 

Simultaneously, a perforated tape 
will feed scores and standings via 
teletype to remote press locations. 
XeroX copiers will transfer certified 
data to normal sized masters for 
Multilith duplication at the rate of 


125 releases a minute or 120,000 
copies daily from February 18 
through 28. 


(A Computer solves problems 
at extremely high speed 


A new computer will enable man- 
agement to process business or 
scientific problems 25 to 200 times 
faster than on existing computers, 
the manufacturer states. 

Introduced by Remington Rand, 
the new system is called the Univac 
Larc solid-state digital computer. It 
can perform 250,000 additions or 
subtractions of 12-digit decimal 
numbers per second. 

It’s estimated that preparation of 
payroll and labor distribution for a 








At TIDEWATER OIL COMPANY invoices and 
advertising material are gathered, inserted and mailed 






Phillipsburg ened installation at Tidewater Oil Co., Los Angeles 


Cycle Billing Problems? 


automatically every month by a PHILLIPSBURG INSERTER 


= er nee 


Phillipsburg | Reneiter simplifies, speeds up cycle billing! 


Manned by one operator, the Phillipsburg Inserter 
—with exclusive vacuum feed—stuffs invoices and related inserts 
into envelopes, seals, prints indicia, counts and stacks—at rates 
up to 6,000 pieces per hour! Pieces come off the machine all 
ready for the Post Office. Tidewater is thus able to mail state- 
ments early and close cvcles on time! 


Phillipsburg Inserter’s open feed eliminates 
stapling bills. Send coupon for complete details. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
14 E. Jackson Bivd., Chicago 4, iil, 


All businesses can save with the Phillipsburg insert 


Mail coupon for Modern Mailing Through 


Mechanization brochure... 


Bell & Howell Phillipsburg Company 

14 E. Jackson Blvd., Chicago 4, Ill. 

Please send MM-26 

(0 Modern Mailing Through Mechani- 
zation brochure 

(0 A basic application for my busi- 
ness 


Name 
Firm 
Street 
City______Zone___State. 
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” MECHANIZE... 
_ PROFIT-WISE! 


ee: With a LAMSON AUTOMATIC 
AIRTUBE SYSTEM 








Now, all departments are but seconds apart and fully informed 


If time means money to you — why spend it on paper? 
Stop for a moment. Try to estimate how much it costs to send one mes- 
sage from your department to another. 


Multiply the costs 

Now, envision a system whereby you place your message in a handy 
carrier, dial its destination, place it in a nearby LAMSON AUTOMATIC 
AIRTUBE and sit back confident that your message is flying through 
the air directly to its destination, arriving in a matter of seconds. 
Multiply the service 

Why not consult a LAMSON Field Engineer. He specializes in inner- 
communications systems that keep orders, invoices, records, punch cards, 
blueprints, small tools, samples, inter-office memos, mail . . . flying a 
controlled inner-air route at 25 feet per second, 24 hours a day — 


AUTOMATICALLY. 

Multiply the savings 

They will amortize the entire cost of the installation. Simply clip this 
advertisement to your letterhead for full information about Automatic 
Airtube Systems and mail to: 





E , " pioneers the Conquest oF INNER SPACE ~ 
QE LAMSON CORPORATION 
Ye 214 Lamson Street, Syracuse 1, New York 


PLANTS IN SYRACUSE AND SAN FRANCISCO * OFFICES IN ALL PRINCIPAL CITIES 
Manufacturers of Airtube® (Pneumatic Tube Systems) ¢ Integrated Conveying Systems 
Selective Vertical Conveyors © Bookveyors® Clinical © Trayveyors@ 
Blowers and Exhausters @ €xidust® Central Vacuum Cleaning Systems 


Pallet Loaders 
Food Service Systems e 
Dryset® Air Vacuum Systems 
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firm with 15,000 employees, for in- 
stance, can be computed in 15 hours 
a month. This compares with 450 to 
900 computer hours required by 
conventional equipment. And while 
the payroll is being run, the Lare 
can busy itself solving other prob- 
lems during 93.5%—over 14 hours— 
of the running time. 

This speed of operation is pos- 
sible because of the application of 
solid state devices, new logic de- 
signs, new ways of routing and 
manipulating data. 

Magnetic core units store up to 
97,500 words, while high speed 
drums have a top capacity of six 
million words. These are supple- 
mented by a huge storage capacity 
of up to 40 magnetic tape servos. 

For more details, circle number 240 
on the Reader Service Card. 


Low cost, direct entry 
computer is easy to operate 

Clary Corp. has introduced a 
general purpose digital computer 
with a low monthly rental of $540. 
Outright purchase price is $18,000. 

Non-technical office personnel 
can learn to manually operate the 
computer within an hour, the com- 
pany states. It takes just a day to 
train an employee to operate, wire 
and program the new DE-60. 

In many applications, this com- 
puter can perform the work of 20 
calculators with greater speed. 

The keyboard provides manual 
input through the automatic pro- 
gram control to the arithmetical 
center which computes, compares, 
iterates, branches or transfers data. 

Simplicity of programming al- 
lows the computer to be readied in 
minutes to handle a wide variety 
of problems and jobs. 

Completely transistorized, the 
unit requires no special cooling sys- 
tem and operates on standard 115- 
volt, 60-cycle power. 

For more details, circle number 230 
on the Reader Service Card. 








Compact, general purpose computer 
can be operated manually by office 
workers after one hour’s instruction. 
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Instant 
Records 
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only with @jalisiiern 


4 hour recording- 
on tiny (1/0z.) mailable reel 


Weight — 1% oz. 
Silver Dollar Size 
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instant Recording and Playback=- 
with MINIFON Pocket-Size 1% Ib. 
Push-Button Recorder 


How to save time and money with MINIFON 


A new Brochure—‘‘How to Save Time and 
Money with MINIFON”—is yours—free. 
See how MINIFON is used in 179 ways in 
more than 100 businesses, occupations and 
professions. Improve communications. Build 
sales. Speed marketing and technical re- 
search. Protect client relations. You can 

~_— record that idea and preserve important 
; ; data anytime, anywhere with MINIFON in 


P-55 Recorder ‘| your pocket, briefcase or desk drawer. 


Pocket-size — 134 Ibs. 








| MINIFON ATTACHE —Magazine-tape 1% Ib. Pocket- 
a Size all in one Recorder-Dictater-Transcriber 


ten oa single Battéry or A.C. oper- namic microphone with stop-start con- 


ated. ‘Instant load. Ra pid forward and trol. Complete transcription accessories. 


reverse. Erase by ovegSpeech or during Dictate anywhere — office, home, plane, 


rewind. Twin-track 40 minute mailable train, auto—in the field. You've never 


magazine-tape—rewse indefinitely. Dy- had it so easy—so convenient. 


SAgeeat 




























ket-Size Recorder-Dictater-Transcriber 
ament— Using 12 Oz. Magazine-Tape 


+All In One (vee 





Valuable Dealer Franchises Available 






< ee, 





3 > \eusccccucuacscccescccescecusensssenceesescenaee 
@ GEISS-AMERICA Exclusive U.S.A. importers, Chicago 45, lll., Dpt. MM-2 




















Recorder-Dictater-Transcriber 


wry 4 Please send complete information on MINIFON RECORDERS 
today #: for ( Our Own Use (1 Dealer Franchise 
for : Name 
\y — FREE H Name of Company. 
ak: A oe = Address 
Instant load—Drop-in Tape Magazine brochure H City State 


My special interest in a miniature recorder is for. 
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Workability with livability 
in this president’s office 


THE MAN 


James MacDonald 
President 


THE COMPANY 


Boston Envelope Co. 
Dedham, Mass. 


THE DESIGNER 
Frederick W. Davis, AID 


Photographs by Donald Zornow 


Rs The office of Presi- 
dent James MacDonald, Boston En- 
velope Co., is conducive to both 
comfort and accomplishment. 

Though functional, the Dunbar 
furniture would be equally at home 
in any attractive modern living 
room. 

Natural materials and textures 
are emphasized throughout—giving 
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a warm rather than sleek effect. 
Colors are pleasant and masculine, 
combining muted tones of pale 
olive, bronze, mustard and char- 
coal. Sparing accents of burnt 
orange and yellow give a lift to 
otherwise subdued decor. 
Monotone carpeting blends with 
grass wall covering and woven 
wood blinds. Bar, TV, refrigerator 











and generous storage space are dis- 
creetly concealed by simple woven 
straw panels. 

Ample work and _ conference 
facilities are provided by the 
long, L-shaped desk. Comfortable, 
roomy sofa serves for informal 
meetings. The attractive fireplace 
grouping adds a final touch to an 
eminently livable office suite. 
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WHERE HE WORKS 





Traditional fireplace lends a 
pleasant, home-like atmosphere 

fe to President MacDonald’s 
clean, uncluttered, eminently 
efficient office. 


Already a commodious L-arrangement, 
side panel of desk can be raised 

to further extend work area—or double 
as a table for small business lunches. 


Wall panels, which suggest 
simple Japanese shoji screens, 

W = conceal 20th century 
conveniences such as bar, TV 
and refrigerator. 
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HELP STIMULATE 
SALES 





with 
this 
Free 


Booklet 


This free, attractive booklet points 
the way to custom-built creations 
that promote good will. 


Write for your free copy today. 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 


Emblem Manufacturers Since 1861 


14 Third Street, Providence, R. 1. 
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BOOKS 


THE TRUTH ABOUT 
PERSONNEL TESTS— 


what they can and cannot do 


— ltaeo — 
—CAREERS 


By R. L. THORNDIKE 
and E. P. HAGEN, 
Columbia University 














The most thorough follow-up study 
of aptitude tests ever made. It gives 
results of research in which 10,000 
men took a battery of tests, then 
were queried 13 years later to see 
what careers they had entered and 
how they had progressed. Points 
out useful features and drawbacks. 
“Must” reading for management. 
1959. 346 pages. $8.50 


SEND NOW FOR YOUR 
ON-APPROVAL COPY 


JOHN WILEY & SONS, Inc. 
440 PARK AVE. SOUTH, NEW YORK 16, N. Y. 
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HOW MUCH 


to make or buy 


WHEN to make or buy it 


a practical man’s approach to 


ECONOMICAL PURCHASING 


Now, the production-purchasing man has his own guide to mathematical 
inventory control—written by an author who talks his language. This is the 
first and only book on the subject designed for the man who must do the job 
himself. It is not a text book—nor is it a theoretical study. Instead, it plunges 
directly into the heart of your problem—HOW MUCH to make or buy; and 


WHEN to make or buy it. 


CONTROL 


This book shows how modern busi- 
ness mathematics can give you the 
answers to “how much to buy” and 
“when.” But you don’t have to be a 
mathematician to read and use it. 86 


Chapter 1. Why formulas are advan- 
tageous in the determinations that 
create inventory. 


2. How to analyze inventory in terms 
of relative annual usage to properly 
allocate emphasis to various parts. 


3. How to identify the two segments 
of any inventory: stock for usage and 
protection against stockout. 


4. How to make cost reductions in 
working inventory without making 
the usual cost studies of carrying in- 
ventory or order placement. 


6. How to make and use a large va- 
riety of tools for order quantity de- 
termination. 

7. How to modify order quantity de- 
cisions where there are tooling or 
setup charges or where the price 





Management Publishing Corp. 


SCIENTIFIC INVENTORY 


by W. EVERT WELCH, Director 
of Purchasing, Aeronautical Division, 
Minneapolis-Honeywell 


168 PAGES, 82 x 11, ILLUSTRATED $12.50 


easy-to-understand tables and figures 
lead you by the hand through proved- 
in-use formulas that are now being 
used to control inventory in dozens of 
well-managed firms. 


HERE’S A PARTIAL LIST OF CONTENTS 


changes at fixed quantity discount 
points. 


8. How to use order formulas where 
the projected usage is a variable. 


12. How to evaluate leadtime data in 
the determination of reorder points. 


13. How to evaluate usage data in the 
determination of reorder points. 


14. Why stock failures as a percent- 
age of the number of orders is only a 
partial answer to satisfactory inven- 
tory performance. 


15. How to prepare a formula for 
manual or data computer use and for 
over-all improvement of inventory 
performance. 

16. How to make use of scientific 
principles in a typical application to a 
simple inventory. 


USE THIS COUPON TO GET A FREE 10 DAY EXAMINATION 


Room 21, 22 West Putnam Ave., Greenwich, Conn. 


Please send me a free-examination copy of SCIENTIFIC INVENTORY 
CONTROL. At the end of 10 days, | will either return the book, without paying 
any money, or send you my check or money order for $12.50. 














Thought 
starters 


NEW PRODUCTS 


New control board gives 
job progress at a glance 


A new mechanical wall chart per- 
mits either continuous or broken line 
charting for production, inventory 
control, sales analysis and many 
other applications. 

Widely used abroad, the Uni- 
graph is now being marketed here 
by Art Metal Construction Co. 

The easy-to-plot chart is self-con- 





Cut-away section showing rotating 
color disc, plastic plug and scales. 


tained, eliminating the need for 
pencils, strings, other paraphernalia. 

Eleven standard models are avail- 
able offering from one to 25 lines, 12 
to 82 cylinders and one to five col- 
umns. For confidential uses, models 
can be fitted with opaque locked 
doors. 

Rows of plastic discs divided into 
five colored segments can be rotated 
between engraved plastic scales to 
form lines or single points of color. 

Colored plastic plugs can be in- 
serted in holes for coding or plan- 
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MONROE 


---in which it helps a nursery’s garden-shop grow 


“We saved $4,125 the first year with our Monroe Accounting *That’s what people are calling their 


Machine,” says John Torizzo, partner of P A. Torizzo Nursery, W. Monroe Accounting Machines; because 
Monroes save money by lowering accounting 


Hartford, Conn. “This money is helping us build a bigger garden- costs... make money by freeing capital to 
shop to expand our business. And, with our Monroe, we always get — grow on. 

our statements out on time so we get paid quicker.” -—---—FREE CASE HISTORIES ----— 
Learn how Monroe Machine Accounting earns 


more “growing money” for companies like yours. 
Write: 


Through lower accounting costs, Torizzo Nursery enjoyed a 230% 
profit on the $1,745 they paid for their Monroe. In fact, hundreds 
of growing companies have invested in, profited with, 

Monroe Machine Accounting. Why not join them? — “Guan bana 

As little as $750 buys it. A crex stun aniesbiietepapiabenabapebaanndabieineite 


See the MAN from MONROE 
for CALCU ING 

[8 ADDING «-ACCOU ING 

A DIVISION OF LITTON INDUSTRIES DATA PROCESSING MACHINES 


Accounting Machine Dept. 13 





Monroe Calculating Machine Company, Inc., Sales and service in principal cities everywhere. General offices, Orange, N. J, 
(Circle number 153 for more information) 
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ning requirements. A spring card 
clip showing job number or other 
data can be attached to color line. 

For more details, circle number 207 
on the Reader Service Card. 


New paper shredder useful 
in both office and factory 


A machine that can shred 400 
pounds of paper an hour has been 
developed by Industrial Shredder & 
Cutter Co, 





Compact paper shredder can be easily 
moved to point of need. 


The shredder serves to completely 
destroy confidential records and 
converts waste paper into packing 


material. Such shredded paper can 
also be easily baled and sold in bulk. 

The unit can also shred other ma- 
terials such as leather and scrap 
plastic. 

The mechanism can be adjusted 
to deliver three different shred 
widths—1/2, 3/16 or 3/32 inch. 

For further details on this unit, circle 
number 205 on the Reader Service 


Card. 


PROCEDURES 


Mechanical helper picks up 
and routes paperwork 


Paperwork flow can be speeded 
via a new automatic conveying sys- 
tem designed by Barry Hyman Co., 
Inc. 

Called the Hy-Clip conveyor, the 
endless belt can travel around cor- 
ners and from one floor to another. 

Papers are simply placed in a 
unique clip. The conveyor automat- 
ically delivers and ejects the docu- 
ments at a pre-selected work station. 
The mechanical routing can accom- 
modate any number of processing 
points. 


Because personnel do not have to 
leave their desks to feed or receive 
from the automatic system, produc- 
tivity is increased and paperwork 
pile-up at individual desks is virtu- 
ally eliminated. 

The Hy-Clip can be designed to 
convey papers in any work pattern 
or volume. 

Circle number 208 on the Reader 
Service Card if you want more details 
on how this conveying system can 
help speed your office paperwork pro- 
cedures. 


OFFICE LAYOUT 





Decorative dividers 
designed for office use 


FiliGrille is a fresh idea in office 
modernization with many practical 
applications. 

Made of polystyrene framed in 
anodized aluminum, the ornamen- 
tal panels are ideal as space divid- 
ers in offices, lobbies, hallways and 
showrooms. 

Engineered for easy and econom- 
ical installation, the grillework is 
available in several attractive de- 
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Mimakes _ 
microfilm | 
SO easy 
to use 


The new THERMO-FAX ‘‘Filmac 100’’ Reader-Printer makes microfilm so easy to use— 
makes microfilm practical for use now in everyday business. When your files are reduced 
to space-saving film, the only equipment you need to make them usable daily is the ‘‘Filmac 
100”’ Reader-Printer. 

Developed by 3M research, the ‘‘Filmac 100” Reader-Printer lets you select the micro- 
filmed information you want on its big screen. Then, when you want a print, just touch the 
button—and in seconds it gives you an enlarged copy. And the ‘‘Filmac 200’’ Reader- 
Printer makes enlarged prints up to 18 x 24 inches in size. To get the full story about how 
3M makes microfilm so easy to use, mail the coupon. 


| 









Take a look at what you want 
on the big viewing screen 
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Ornamental grillework provides attrac- 
tive screen for entries and office areas. 


signs, finished in standard white or 
custom colors to suit any decor. 

For more details on these grilled 
panels made by Holcomb & Hoke 
Manufacturing Co., Inc., circle number 
206 on the Reader Service Card. 


EMPLOYEE COMFORT 





Rid areas of insects 
with new wall paint 


Simply painting interior walls 
with a special wall finish will make 
the area completely insect proof. 

The new alkyd paint, called Kil- 





Sect, remains effective as long as the 
surface lasts. Even scrubbing will 
not affect its potency, tests show. 
Although it kills all varieties of in- 
sects on contact, it is harmless to 
humans, the maker states. 

Priced at $7 a gallon, the new 
paint is available in a wide range of 
colors from Consolidated Paint & 
Varnish Corp., New York. 

For a free color chip chart and tech- 
nical reports, circle number 204 on the 
Reader Service Card. 


SEQUENTIAL CAMERA 





For accurate conversion of 
card data to printed form 


Here’s a new way to transfer 
data from card records to continu- 
ous film or paper lists without 
chance of error in transcription. 

Called the Compos-O-Line se- 
quential card camera, its end prod- 
uct is a photographic negative with 
information arranged in galley, list 
or tabulated form, ready for mak- 
ing offset plates. 

The device, developed by Lith- 
oid, Inc., can also produce a posi- 





New sequential card camera transfers 
card records to tabulated lists. 


tive or negative image on sensitized 
paper for other reproduction meth- 
ods. It accepts cards from three 
by five inches to five by nine inches 
at a speed of 7,200 exposures per 
hour. Maximum reduction is 50%, 
maximum enlargement 200%. The 
Compos-O-Line can be plugged 
into any standard wall socket. 

Complex tabular material can be 
set by addition of cards containing 
chart or column headings. 

For descriptive literature on this 
new Compos-O-Line, circle number 
203 on the Reader Service Card. 





THERMO-FAX Reader-Printer 


boo 


Take more than a look—Touch 
a button to operate ‘‘Filmac’”’ 
Reader-Printers 


TMiinnesora > Thermo-Fax 


Wiiaine anp 


anu racrurine COMPANY 


«+ WHERE RESEARCH IS THE KEY TO TOMORROW 


St. Paul 6, Minn. 


THE TERM “THERMO-FAX”™ tS A REGISTERED TRADEMARK OF 3M COMPANY 
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Take a copy in seconds of any 
microfilmed record in file 


“PILMAC” 
READER-PRINTERS 
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Save time, money, improve 
efficiency with copies from 




















microfilm 
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: Minnesota Mining and Manufacturing Company, . 
e Dept. FBM-20, St. Paul 6, Minnesota e 
Yes, please send me full information about how 3M makes micro- : 
e film practical. + 
: Name : 
e Title ° 
* Company . 
Address : 
° City Zone__State . 
. 
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How to beat your competition — 


with service 


by Ted Pollock 


Copyright 1959 Ted Pollock 


mm Yet to be born is 
the salesman who hasn't run into 
the irritating question, Why should 
I buy from you? 

If he works for a small firm, he 
has to face the stiff, often over- 
powering, competition of larger 
companies with all their facilities. 
If he represents a large company, 
sooner or later he confronts the in- 
dependent prospect who flatly 
states, “I prefer to deal with smaller 
outfits.” Either way, the salesman 
has his problems. And they boil 
down to this: 

“If all you can offer are the stand- 
ard advantages of buying from any- 
body—why should I buy from you?” 

There is an answer to that skull- 
cracker, so simple that it escapes a 
surprising number of otherwise 
competent salesmen and sales man- 
agers. 

Take banks. In a given city, there 
may seem to be little difference be- 
tween the first and the second. Each 
offers a “complete banking service.” 
Interest rates are pretty much the 
same. Service charges are identical. 
Each declares itself “the friendly 
bank” and each is about as geo- 
graphically convenient as the other. 
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It’s extra service that largely determines who gets sales. 


And this service becomes a personal matter between 


salesman and customer. The profit building salesman 


seeks every chance to provide a service that will 


attract and hold buyers. Here are 15 ways your 


salesmen can out-deserve the competition. 


It is when you meet, talk with and 
size up the people in each of the 
two banks that you begin to find it 
easier to make your choice. For, 
suddenly, a bank’s_personality— 
like the personality of any company 
or product—is personified by the 
human being who represents it. You 
evaluate the bank, perhaps uncon- 
sciously, by judging its representa- 
tive across the desk. 

However hard a salesman may 
find it to put his finger on the 
differences between his product and 
his rival’s, he can always find these 
differences in—himself. Out of 175 
million Americans, each person's 
personality is the only personality of 
its kind. It is unique. Completely a 
monopoly! 

In short, the salesman’s correct 
answer to the question, “Why 
should I buy from you?” is—or ought 
to be—this: “Because I’m me.” 

But before those three words can 
become meaningful, the salesman 
must build into his “monopoly” the 
most conclusive, sale-making dif- 
ferences he possibly can between 
his proposition and the next man’s. 
He must literally “out-deserve the 
competition.” 


Here are 15 things that your sales- 
men can do to out-deserve the com- 
petition. 


Go “beyond the call of duty” 


1. Help him find something. 
Larry Liberman, a Palisade, N. J. 
new- and used-car salesman, often 
gets a customer who wants a used 
car of a particular year and model 
and wants it in good condition. 
Larry doesn’t wait until such a car 
happens to be traded in on a deal, 
because opportunity is perishable 
and the customer might look else- 
where. 

Larry’s wife rides to work with 
him in the morning and, while he 
keeps an eagle eye on the passing 
cars that meet his customer’s speci- 
fications, she copies down _ the 
license numbers. 

Then Larry checks the license 
registrations in order to determine 
the ownership of likely looking cars 
and mails cards to each owner. 
These inform the car owners that 
Liberman has a ready customer for 
a car like theirs and could make 
them a good deal on a new car. 

“Not only does this kind of effort 
often result in filling a customer's 
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BUSINESS-MACHINE LANGUAGE SPOKEN HERE 


The Farrington Optical Scanner—also known as the EYE— 
speaks the three languages that put automatic business ma- 
chines to work: punched cards, punched tape, magnetic tape. 


The EYE does automatically what you’re doing this instant: 


it reads. Words, numbers, even symbols. With a speed and 
accuracy that no human eye and hand can possibly duplicate. 


But that’s only half the story. The EYE then translates 
imprinted data from documents (bills, checks, tab cards, ac- 


count cards of varying sizes) into these three business-machine 
languages. 


Optical scanning therefore offers the most versatile way of 
translating printed data into any form for any automatic data 
processing machine. Because the EYE sees its data, there is 
no need for special inks or special papers. 


Wherever you find three or more key-punch operators, you 
find alikely place for an Optical Scanner. Only Farrington makes it: 


Farrington Optical Scanners are now automating data processing for companies like: 


AT&T NATIONAL BISCUIT COMPANY 


THE READER’S DIGEST 


MOBIL OIL COMPANY 


For further information, write the Farrington Manufacturing Company, Needham Heights 94, Mass. 


(Circle number 130 for more information) 
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Here’s how Calculagraph, and only Calculagraph, does it! 





mur Rae y ay. Xl, / 
Nn of ‘ a ae ? ~fB 
ONE, . Pee . 
7, - § - 
~~ ©’ wo S., => 
ss 5 sf . 7 pfeerwoe%. v 
, %, iA * 


The Calculagraph computer completely eliminates time-consuming, 
error-producing manual computations to obtain elapsed time for labor 
costs. The exclusive Calculagraph principle automatically computes 
the “difference” in starting and finishing times and prints the elapsed 
time in hours and minutes or in hours and tenths (as shown). Arrows 
indicate the exact elapsed time. It can be “programmed”, too, to 
subtract all “idle” time such as lunch periods, etc. No expensive 
changes are necessary to include Calculagraph in your cost system 
regardless of what it is. Write today for complete information and 
enclose samples of your job tickets, 


INDUSTRIAL DIVISION 


CAL C OLA GRAPH Company 309 Sussex Street, Harrison, N. J. 


(Circle number 177 for more information) 
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requirements for a good used car,” 
reports Larry, “but it pays an extra 
dividend in the form of additional 
new car sales.” 

A heavy machinery parts sales- 
man keeps an up-to-date library of 
reference books and clippings on his 
competition. When a_ customer 
needs a part that he can't supply, 
the salesman volunteers the name 
of a competitor who can. 

Tempting fate? I haven't been 
squeezed out by a competitor in 
more than three years,” says the 
salesman. “My people know that I 
have their best interests at heart.” 

A sales representative for a 
pharmaceutical company had a 
prospect who was moving to a new 
location and wanted to open a 
modern outlet. He needed store de- 
sign ideas. 

The salesman lined up the names 
and addresses of the best looking 
stores he could find in New York, 
then drove the dealer to the city and 
spent most of one afternoon with 
him looking over the various places. 
The retailer still tells the story, 
still glows with elephant’s memory 
appreciation. No fear of a competi- 
tor ever nosing out that salesman. 

2. Go to bat for him with your 
company. Try as it will, no com- 
pany can be 100% fair to all of its 
customers all of the time. There are 
snafus . . . corporate policies that 
occasionally backfire . . . plain 
errors. 

What better way for the salesman 
to let his customer know that he’s 
in his corner than to plead his case 
when he needs help most? 

O. D. Sutter, district sales man- 
ager of the A. E. Staley Manufac- 
turing Co., producers of starch 
products, encourages his men to let 
their hair down at no-holds-barred 
sales meetings. If complaints aren't 
being handled quickly enough .. . 
if deliveries are held up without ex- 
planation . . . if a customer is being 
incorrectly billed—it’s brought up, 
discussed and not dismissed until 
it’s solved. 

Adds Mr. Sutter: “There’s noth- 
ing disloyal about a salesman who 
sticks up for his customer ‘up front.’ 
Rather, it’s the highest form of 
loyalty, for no company can long 
exist without satisfied customers. 
Were grateful to the salesmen who 
tell us when we err and so are their 
customers.” 

3. Be available. Sometimes, 
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Get those “received”’ reports out 
as fast as purchases come in... with 


OZALID “INSTANT-COPYING” 


Falling behind with purchase-receiving reports? Take 
a tip from Ozalid: When goods come in, use your pur- 
chase order copy and write in the “‘received’’ data. 
Then make the Ozalid copies you need—for accounting, 
inventory-control, production, other departments. 
They’ll be clean, dry and legible (no messy carbons). 
Takes only seconds! The desk-top Ozamatic, for ex- 
ample, turns out up to 1,000 814” x 11” copies an hour. 
Cost? Lowest per copy of any copying process! Call 
your local Ozalid representative or mail coupon. 


Whiteprint machines i 
Microfilm equipment 
Audio-visual products 


Sensitized materials ee, , my : 
Products for design Division of General Aniline & Film Corp. 


Lithographic products In Canada: Hughes-Owens Co., Ltd., Montreal 


Ozalid, Dept. T-2, Johnson City, N. Y. 


Please send more information on Ozalid 
**Instant-Copying”’ for purchase-receiving. 
Name 

Company 

Position 
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TO IMPROVE 


PRODUCTION 


YOU NEED 


SUCTION 








SERIES 400 


Smart management is using suction to remove 
unwanted dirt, chips, and waste from their product. 
What’s more, they know Tornado gets the job done 
better, faster. It's the vacuum that can be moved 
quickly to any location for production or mainte- 
nance cleaning. Get the facts, write for Tornado 
bulletin 894-A, today! 


CLEAN — 


REMOVE 
INTERIORS PRODUCTION 
ON THE LINE WASTE 


\irplanes, automobiles, 
appliances — assembly 
lines move quicker with 
Tornado at work. 


Lint and dust are re- 
moved while production 
hustles. Use this same 
operation with machine 
tools to reclaim chips 
for salvage. 


RECOVER WELDING FLUX 


Production welding flux is expensive, why 
waste it? Tornado recovers the unused por- 
tion for reuse and big savings. 


HAVE A FREE SUCTION SURVEY! 


Just write and a Tornado expert will call 
at your convenience to show you how to 
“Improve your production—with suction.” 


GREER ELECTRIC walle 


5136 N. RAVENSWOOD AVENUE - CHICAGO 40, ILLINOIS 
(Circle number 110 for more information) 
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simple availability can help the 
salesman “out-deserve the competi- 
tion.” 

Thus, a salesman of insulation 
products never goes on vacation 
without supplying his customers 
with his transient address and 
phone number. “They don't use it 
often,” he says, “but the mere 
knowledge that they can reach me 
in minutes if necessary gives them a 
confidence in me that no competitor 
can shake. The chore of announcing 
my whereabouts to my 50-odd ac- 
counts is more than made up by 
the sigh of relief heaved by that 
one customer who has to get in 
touch with me in a hurry.” 

Another man, the representative 
for a chemicals company, had a 
telephone installed in his car after 
several customers grumbled about 
not being able to locate him. Now 
they can call him at his office, home 
or any point in between. 

Some salesmen leave self-ad- 
dressed post cards with their cus- 
tomers as handy instruments of 
communication. Others make it 
their business to telephone their 
customers at regular intervals. 

Whatever method the salesman 
chooses to advertise his own avail- 
ability, he can be sure of this: one 
of the best ways to beat the compe- 
tition is to be there when they 
arent. . 

4. Advise him when not to buy. 
According to Frank Stearn, a rep- 
resentative of Fuller Fabrics Corp., 
many salesmen incorrectly assume 
that their sole job is to sell. 

“Nothing could be further from 
the truth,” maintains Mr. Stearn. 
“The real pro knows that it is 
equally his responsibility not to sell 
under certain circumstances. For 
example, when a customer is think- 
ing a little too ‘big’ for his own good 
and threatens his own future by 
over extending himself. Or, when he 
is more optimistic than conditions 
warrant. 

“When I run into a man like that, 
I make specific suggestions about 
what items in my own line he ought 
to cut out. Failing that, I point out 
the advantages of ordering smaller 
quantities—but more often— 
throughout the year. The fact that 
[ am actually willing to reduce my 
own order emphasizes my concern 
over his future. 

“Since so few salesmen take the 
trouble to apply the reins on their 
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‘easy buyers, such a situation rep- 
resents a golden opportunity to be 
of real service to a customer—and 
pull ahead of the competition.” 

Do favors 


5. Put your contacts to work for 
him. Know just the banker who can 
help a customer work out a special 
financing problem? Who, among 
your many friends and acquaint- 
ances, might be able to help Jones 
find a manager for his new plant? 
What was the name of that window 
dresser who did such a bang-up job 
for Judson in Middletown? Whom 
do you know who can recommend 
a good account for Wilson? 

The salesman probably gets 
around more than most of his cus- 
tomers, hence knows more people. 
He can do a lot of double-barrelled 
favors by bringing together those 
who can help each other. The re- 
ward: a reputation for being a lot 
more than just another salesman. 

6. Give him a personal assist. 
Customers aren't just buyers. 
Theyre sons, fathers, husbands, 
brothers, church goers, citizens, tax- 
payers, campers, golf players, stamp 
collectors and many other things. 
Almost surely, there is a way to be 
of personal service to every one of 
your customers. Possibilities range 
from helping a man locate that spe- 
cial gift for his wife’s birthday to 
tracking down a rare air mail stamp 
from Luxembourg. 

7. Look for trouble. Everybody 
has some and businessmen have 
more than most. Consider the areas 
in which problems can occur: labor, 
management, production, credit, 
distribution, traffic, advertising, sell- 
ing, lots more. But how many 
salesmen of your acquaintance ever 
take the trouble to find out what's 
bothering a prospect or a customer? 

You can be different—when and 
where it counts—by “looking for 
trouble.” When you find it, figure 
out a way to help. If you cant, 
perhaps one of your company’s ex- 
perts can. 

Even if you're helpless, the sim- 
ple act of listening to another man’s 
woes can have a therapeutic value. 

8. Get him off the hook. A pros- 
pect is stuck with surplus inventory. 
You have a customer who needs 
what he has. A quick phone call 
and—two happy men. 

It’s Friday afternoon. You're in- 
formed that a shipment to a top 
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COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, NEW YORK 





0 Different, It's Patented! 


The instant the M-50, Columbia’s patented polyester 
ribbon, goes into action, you’ll see for yourself the unique 
combination of ALL these features: 


@ extraordinary versatility — executive correspondence, 
preparation of direct image plates, and perfect originals 
for all copying processes 

® virtually unbreakable strength 

@ sharper, clearer copy—comparable to actual printing 

@ complete release of ink for absolute uniformity 

@ clean, smudge-free handling and typing 

@ fewer ribbon changes—50% more yardage on the same 
diameter spool 

@ easy-to-make, halo-free erasures 









Available in either the Tri-Pak or dozen size 
reusable plastic container. Write for information 
about the special Tri-Pak trial offer. Columbia 
Ribbon & Carbon Mfg. Co., Inc., 1022 Herb Hill 
Road, Glen Cove, N. Y. 


uss PAT, NO, 2500725 


COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIFORNIA 
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account will be delayed because 
of a snow storm. You call the buyer, 
explain the situation, guarantee 
delivery by Monday. Result: a 
buyer who might otherwise spend 
a worried weekend enjoys peace 
of mind. 

One thoughtful gesture is worth 
a thousand promises. 


Sell ideas as much as products 


In the buying offices of The 
Kroger Co., supermarket chain, is 
this sign: 

“If you want to sell your product 
to our company, be sure your prod- 
uct is accompanied by a plan which 
will so help our business that we 


will be more anxious to buy than 
you are to sell.” 

That’s sound advice for any 
salesman. And here are two im- 
portant ways to implement it. 

9. Point out opportunities. Sure- 
ly, from your own experience and 
those of your fellow salesmen, you 
have acquired a fund of practical 
knowledge from which you can 
draw to the benefit of your pros- 
pects and customers: ways to save 
money, boost efficiency, increase 
customer traffic, tap new markets, 
get “extra mileage” out of present 
methods or materials. Pass them 
along. “Sharing the wealth” pays 
the highest kind of interest—interest 
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THE BOOK WITH THE 


COMMON GENTS 


APPROACH TO AN 
EFFICIENT 


PROGRAM 


THIS BOOK IS SELLING 
IN ALL LEADING STORES 


FOR $1,000,000.01 
(PLUS TAX) 








RECORD STORAGE 
















G reconn FILES INC. 
WOOSTER, OHIO 
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WRITE TODAY TO: 
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in you, your company and product. 

10. Offer solutions. Sales repre- 
sentatives for Aluminum Co. of 
America have access to the world’s 
largest library on aluminum—six 
million items of informative litera- 
ture. If a prospect’s designers or 
production engineers need data on 
physical properties, fabricating or 
finishing methods—they can get the 
answers via their Alcoa representa- 
tive. Even when an Alcoa salesman 
doesn't know the answer to a par- 
ticular problem, he can provide a 
rapid line of communication to 
his company’s enormous technical 
resources. 

How about you? Aren't there 
ways and means open to you to 
solve your customer’s problems? 


Put yourself on a pedestal 


Not by words, but through 
deeds. Your character and reputa- 
tion can frequently be your “ace 
in the hole,” a trump card you can 
play again and again to your cus- 
tomer’s—and your own—advantage. 

11. Be truthful. It’s still a rare 
enough quality to set you apart 
from the man who “promises big 
and delivers small.” If you cannot 
honestly get your customer a credit 
extension swift delivery ... 
special help—tell him so. He can 
plan accordingly. If you disapprove 
of some course of action he is tak- 
ing, tell him why and _ suggest 
changes tactfully. The payoff: you'll 
be believed when you tell him 
why he ought to buy from you. 

12. Be dependable. Once you 
make a promise, keep it. Almost 
anyone can take a let-down. A lot 
of people can even take two. But 
precious few will put their confi- 
dence in the habitual hypocrite. 

13. Be friendly. Jay Wright sells 
furniture and office equipment. He 
keeps his eye on his local paper. 
When he sees any announcement 
of a couple getting married or a 
firm moving to new quarters or a 
new firm moving into town, he 
sends them a letter. It carries the 
conventional compliments and good 
wishes, but, in addition, it contains 
a card, headed: “Have you forgot- 
ten anything?” This card is a check- 
list of furniture required for a new 
home or of equipment required for 
a new Office. And it says that Jay 
will gladly confer with the person 
addressed to help him find his 
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needs. This display of friendly in- 
terest gets him many invitations— 
and results in many sales. And be- 
cause, naturally enough, people do 
forget things in the helter-skelter 
of moving, Jay’s checklist is a 
valued memory jogger. 
Friendliness can take any of a 
thousand forms: a non-business call 
an item of interest from an 
out-of-town newspaper . . . a birth- 
day greeting . . . regards from an 
old acquaintance. Look for ways to 
be a friend and you'll find them. 


Follow through 


The average salesman loses in- 
terest in a customer after the sale 
is made. But why be average? 
There are few better ways of con- 
solidating your gains with a man 
than to “follow through” at the 
most crucial point of a business 
relationship: after the order has 
arrived. Here are two areas that 
can be fruitfully investigated. 

14. How’s your product work- 
ing? Did it arrive in perfect condi- 
tion? Is your customer handling it 
properly and getting satisfaction? 
Has he any questions? Inquiries 
like these not only show that you 
care; they're a chance to resell. 

15. Are there privileges open to 
him that he is not using? Richard 
Tobias, a representative for Con- 
necticut Mutual Life Insurance Co., 
makes it a point to keep his clients 
posted on policy changes, new poli- 
cies and new coverages. 

“Sometimes,” he explains, “it’s to 
a man’s particular advantage to 
change his coverage. I try to chat 
with each of my policyholders once 
every six months. Surprisingly 
often, our talks reveal additional 
ways in which insurance can help 
them. Recently, for example, I 
called on an elderly widow who 
was hard pressed for cash. She was 
unaware that her policy carried a 
cash surrender value. That routine 
visit turned me into a ‘hero’—and 
helped her enormously.” 

Are your customers entitled to 
any “extras”? What about mainte- 
nance checks, cooperative advertis- 
ing, selling aids, help from your 
firm’s various departments? 

Out-deserving the competition 
boils down to this: 

Think of all the things your cus- 
tomers have no right to expect from 
a salesman. Then do them! ® 
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..can help you 


viSirecord Systems Specialists have 
the know-how to analyze your 
record-keeping set-up. Their 
experience and the facilities avail- 
able to them will enable them to 
provide you with a time and 
money-saving system. Write to 
Dept. MM-1 for case histories on 
above and any other applications. 









here’s 
how 
VWrIsirecord 


split-second record location 


eee at 
KELLOGG CO. 


accelerated processing 33%... 





One V/SIrecord system now handles 
the scheduling and controlling of 
preventive maintenance for 96 
departments. Processing of requisi- 
tions was accelerated at least 33%. 


‘eee at 
Be W. ROBINSON, co. 


reduced inventory time 
248 man hours... 


The ViSlrecord furniture unit con- 
trol system also helped increase 
turnover from 2.8 to 3.5, reduced 
merchandise return by 10% and 
cut delivery time. 


-e. for the 
WEATHERHEAD 
COMPANY 


saved over $40,000 the first year... 


A VISlrecord system provides finger 
tip access to accurate records of 
carriers and routes for shipments to 
any part of the country. The traffic 
manager and one clerk check all 
shipments, picking the most eco- 
nomical carrier. 


The world’s fastest visible record keeping system 


VAY Fa -Yeo) co Aim Lae 


375 PARK AVENUE, NEW YORK 22, NEW YORK 


SYSTEMS SPECIALISTS IN PRINCIPAL CITIES 
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Imagine the odds management is bucking! 





No, you can’t blame the men. They clocked in at 
eight this morning — but, as yet, the work hasn’t 
reached their department. Pitching pennies at least 
passes the time. But you can bet that game of theirs 
will show up in the company’s P and L! 


Sometime soon, when work does come through, 
their department will need an extra shift to get it 
done. What with down-time one week and over- 
time the next, the game of chance management’s 
playing is hardly penny-ante. 


Too bad this company didn’t know about Automatic 
Keysort Data Processing! With Automatic Key- 
sort’s weekly work-load summaries, management 
would have been aware of the exact situation in 
every department in the plant. Knowing on time 
which were due to be light, and which overloaded, 


they could have acted fast to arrange schedules, 
transfers, extra shifts. Being informed of things 
almost as they happened, they could have kept pro- 
duction moving smoothly—and profitably. 


Automatic Keysort’s easy-to-use machines and 
punched cards require no specialized personnel, no 
restrictive procedures. Designed to fit your busi- 
ness as it stands and as it grows, Keysort will give 
you all the fast, accurate information you need for 
modern management control of every operation. 
And at remarkably low cost. 


To learn more about Automatic Keysort Data Proc- 
essing, call your nearby Royal McBee Data Proc- 
essing Representative, or write Royal McBee Cor- 
poration, Data Processing Division, Port Chester, 
New York for brochure S-500. 


ROYAL MCBEE - data processing division 


NEW CONCEPTS 


IN PRACTICAL OFFICE AUTOMATION 
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Fow to 
geta 
man to 
really 
work 


hard 


Buried deep in every normal 
man is an all but limitless po- 
tential for productive work. 
Money alone won't release this 
latent productive power. But if 
you give the man control over 
his own job, the results he will 


produce may be startling. 


Here are the facts. 


By Louis A. Allen 
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Gum There exists right 
now a way to get your people to 
work harder, work longer hours, 
work with greater interest and 
enthusiasm. 

New research proves that you 
increase output when you give peo- 
ple control of their jobs. Properly 
applied, this method serves as the 
strongest form of motivation. 

Why? Because every person 
closely identifies his own efforts 
with results secured. 

The key word is identification. If 
it is your family, your job or your 
company, you'll break your back 
for it. But if it is somebody else’s 
little Bobby or pet engineering 
project, it’s difficult or impossible 
to work up the same kind of all- 
consuming interest. 

Have you ever seen a husky foot- 
ball player burst into tears after 
his team lost a hard-fought game? 
The reason is that he has so com- 
pletely identified with the team 
that the loss is intensely personal. 
If he had a supervisor playing be- 
side him who told him when to 
run, when to pass, and when to 
block, you can be sure he would be 
as unconcerned about the loss as a 
typical first-line foreman is when 
he hears that the company just lost 
a big order. 

People in business often get very 
little of this intense personal feel- 
ing of belonging because they get 
little chance to identify. In spite of 
what their boss tells them, or what 
the organization charts say, the 
things that happen on the job spell 
out clearly that they are only cogs 
and not a vital part of the opera- 
tion. Since they have little or no 
control over their jobs, they have 
little interest in results—or lack of 
results. 


Poor re-organization 


For example, one large mid- 
western company undertook a ma- 
jor re-organization. A team of con- 
sultants made recommendations, 
and top management began to 
move people around like pawns on 
a chess board. The sales manager, 
perturbed at what he took to be a 
demotion to a staff job, quit and 
went to a competitor. The execu- 


tive vice president was highly in- 
censed at not being invited to 
attend a top strategy meeting. He 
ended up in the hospital with a 
peptic ulcer. After three years, the 
company has engineered all of its 
organization moves, but its human 
motivation is a shambles. 


What killed incentives 


In another instance, a New 
Jersey hardware manufacturer in- 
stalled a new assembly line in the 
parts assembly department. On 
Friday night, the employees fin- 
ished their work on the old line. 
When they came back on Monday, 
the new setup was in operation, 
new standards had been engi- 
neered, and new work stations as- 
signed. Even the lunch hour had 
been changed. 

Although opportunities for incen- 
tive pay were improved by at least 
10% under the new arrangement, a 
strong undercurrent of opposition 
set in. After several days four wom- 
en operators complained of mi- 
graine headache and blamed it on 
the reflection of the new, brighter 
lights on steel moving parts of the 
conveyor mechanism. Several dis- 
putes over standards broke out, 
grievances increased markedly, and 
there was a general air of hostility 
on the part of the work force. 

Called in for his advice by the 
plant manager, an outside consult- 
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Follow America’s Leading Firms” 


in the Sensational Swing to 


COBALT nvr fenocess 





SHARP, NO-STAIN SPIRIT CARBON 


FOR TABULATORS e TELETYPE 
HIGH SPEED PRINTERS « AUTOMATED MACHINES 


— and for straight duplicating! 


The completely new formula that 
has revolutionized spirit duplica- 
ting versatility and quality! The 
ONE duplicating master with 
ALL the features users want: 

300 and more perfect copies 
on any spirit duplicating equip- 
ment following existing methods. 
DEMONSTRATION TEST: No 
obligation. Contact your Old 
Town dealer or write us for data. 


©Names on request. 





OLD TOWN CORPORATION 


Established 1917 
750 Pacific Street, Brooklyn 38, N.Y. 
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NO MORE 


MAINTENANCE 








ACME VISIBLE PREVENTATIVE MAINTENANCE SYSTEMS SIGNAL EVERY PERIODIC NEED FOR ATTENTION. 


Bem visisce 


You never forget weekly, semi-monthly or 
monthly lubrication and inspection when 
Acme Visible is on guard. Maintenance, 
repair and parts records for each machine 
area unit. Therefore all pertinent facts are 
together. And each unit carries colored 
signals that flag your eye when it’s time to 
act. Result, far less down time. More pro- 
duction. Send for facts. 


p-------- 








World’s Largest Exclusive Makers of Visible Record 
Systems 


ACME VISIBLE RECORDS, Inc. 
1202 West Aliview Drive, Crozet, Va. 

Please send free literature on Acme Visible 
mistake-proof Preventive Maintenance Systems. 


Name. Title. 





Company. 


Address. City 
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ant quickly sized up the situation. 
“I want you to go home at five 
o'clock tonight and leave me here 
for an hour with the assistant plant 
manager,” said the consultant. “In- 
struct him to cooperate with me to 
any reasonable limit.” 

The next morning, the plant 
manager came in and found his 
office occupied by his assistant. 

“The consultant put you in my 
office down the hall; he said you're 
to move right in,” the assistant 
said. 

The plant manager hit the ceil- 
ing. For several minutes he was 
almost incoherent with anger and 
suspicion. “Why didn’t you tell 
me?” he roared. “Don't you know 
I run this plant?” 

The consultant took him aside. 
“You can understand now how 58 
people in parts assembly felt when 
they came to work Monday morn- 
ing,” he said. “If you want to im- 
prove production on that new as- 
sembly line, just put yourself in 
their shoes. How would you advise 
me to proceed?” 

The plant manager saw the point 
at once. He agreed that people 
could not act as part of the team— 
they were unlikely to develop a 
real and personal feeling that they 
belonged and that their efforts 
were important—unless they had 
some control over what was done. 

The important conclusion for any 
manager who wants to improve 
productivity is that he must learn 
to do those things that help make 
people feel they really control their 
jobs. This literally amounts to put- 
ting each man in “business” for 
himself. Just talking about it won't 
do the trick. Clearcut, purposeful 
management action is needed. 


Putting people in business 


What kind of action? The best 
approach is, literally, to put people 
into business for themselves. 

The first step is to make it clear 
to every supervisor and manager 
that he is accountable for clearly 
specified results. Whether it is dol- 
lars of sales, units of production, or 
programmed staff services, discuss 
his objectives with him and come 
to a mutual agreement on what he 
is expected to produce. 

Second, make up your mind to 
delegate to him the authority he 
requires to accomplish those re- 
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sults. Find out what he thinks he 
needs in terms of people, materials, 
and tools and equipment. Go along 
with him as far as you can in grant- 
ing this authority; explain clearly 
why you have to draw the line 
when you know you must make the 
decision instead of leaving it up to 
him. 


Help him help himself 

By now he already is beginning 
to think of his results and what he 
needs to accomplish them. Encour- 
age him further by helping him 
prepare his own program and 
budget. Once you've agreed on 
these vital steps, he really is in 
business. 

Now give him the controls he 
needs. Perhaps he has been get- 
ting no control information at all. 
Work with your accounting and 
cost people so that he gets control 
data on his operation before any- 
body else, including yourself. Put 
it squarely up to him to identify 
his own variances and to take neces- 
sary corrective action on his own 
initiative. 

To make it stick, appraise and 
counsel him periodically on his per- 
formance. See that his promotion, 


salary increase and bonus are 
geared to his accomplishment. 
When you've done this, you've 


given him real control over his re- 
sults and his job. 


Build participation 

It is just as important for the 
members of the team to have real 
control over their jobs as it is for 
the boss. The best way to develop 
this attitude is to give people an 
opportunity to participate in mak- 
ing the decisions that directly af- 
fect their work and their interests. 

For example, to see this in action, 
observe how General Foods han- 
dled a_ re-organization problem. 
Faced a few years ago with the 
need to divisionalize and decen- 
tralize, General Foods’ top man- 
agement looked to the problem of 
best placing three manufacturing 
executives from the soon-to-be dis- 
solved functional manufacturing 
department. The first proposal was 
to place the three in the corporate 
staff marketing department. How- 
ever, General Foods has a policy 
which states that every person 
should have an opportunity to ex- 
press his views on matters affect- 


FEBRUARY 1960 




























MULTI-CLEAN 
IMPERIAL WITH 
12-GALLON TANK 











Within the next year or two, your firm 
will probably purchase one or more 
Vacuum Cleaners. Before making 
your choice, there are certain points 
you should consider . . . certain ques- 
tions you should ask the salesman: 


How much suction will it produce? 


To create the powerful suction needed 
for complete pickup, the heavy-duty 
turbines of the new Multi-Clean 
IMPERIAL pull in air at rates up to 
216 miles per hour. By moving more 
cubic feet per minute . .. and at 
greater speed, more pickup power is 
obtained. IMPERIALS create suction 
up to 92” waterlift with closed orifice, 
73” with 14” opening! 


At what speed does motor operate? 


Special Multi-Clean built 1 and 1% 
hp motors turn at only 12,000 rpm 
with no load, 9,550 rpm with full 
load . .. much slower than the speed 
at which most other motors must 
operate in order to create same suc- 
tion. Therefore, much less motor wear. 








ft 


How often must we replace 
brushes? 


Stabilized motor brushes are an exclu- 
sive, patented Multi-Clean feature. 
Tests show their average life is 1,000- 
1,500 operating hours vs. 250-500 
hours for standard brushes. 


Is the filter washable? 


Multi-Clean’s patented filter is made 
from a quick-drying washable syn- 
thetic fibre which won’t rot or mildew. 


Does tank have a gravity drain? 


Multi-Clean IMPERIALS have a con- 
venient non-clogging gravity drain. 
Makes it easy to empty tank with- 
out disturbing the head. 


Does it have two casters? 

The practically tip-proof IMPERIAL 
has 2 big wheels plus 2 casters (in- 
stead of the traditional 1). This 
greater stability is important, for a 
17-gallon Vacuum Cleaner weighs 
about 300 lbs. when full. 


is the cable detatchable? 


30-foot, 3-conductor IMPERIAL cable 
has same twist lock connector as most 
Multi-Clean Floor Machines. If you 
wish, same cable can be used for both. 


And what about other features? 
Other important advantages you gain 
when you buy a Multi-Clean IMPER- 
IAL: By-pass motor cooling system... 
automatic shut-off to protect motor 
from water ... improved design of 
clamp which holds power head .. . large 
wheels which facilitate moving up and 
down stairs or from building to build- 
ing . . . wide choice of attachments. 

For more information on the new 
IMPERIAL Vacuum Cleaners, see your 
local Multi-Clean Distributor... or 
write directly to factory. 


Before you buy a Vacuum Cleaner 
ask the Salesman these questions 
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MULTI-CLEAN PRODUCTS, INC. 
Department MM-72-20 
St. Paul 16, Minnesota 
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These are the... 
Union | 
Pacific 

States of /America 








Let’s ASSUME the time has come for you to 
seek another plant site. It’s a BIG problem . . . what 
are you going to do? 


Here’s an idea: nthe Union Pacific States 
of America (11 western states that have just about 
everything industry needs) you are almost sure to find 
a plant site that’s literally made to order for you. 


So why not tell us what you have in mind? We, in 
turn, will advise what’s available in the Union Pacific 
States. Simple!—and there’s no obligation. Just get 
in touch with your nearest U.P. representative or 
address— 


Industrial Development Dept. 


UNION PACIFIC 
KAaclroal. 


OMAHA 2, NEBRASKA 
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ing both his job and his interests. 

In line with this policy, the man- 
agers in question were consulted. 
They offered some cogent reasons 
why the move should not be made 
as planned at that time. A different 
solution, acceptable to all con- 
cerned, was worked out, and the 
re-organization proceeded with 
harmony and dispatch. 


Management accountability 

Giving people control of their 
jobs does not mean that the man- 
ager gives up his prerogative to 
make final decisions. Neither does 
it mean that he puts decisions up 
for a vote or runs his department 
with a ballot box. The first purpose 
of a leader is to lead—to assess 
opportunities and to give guidance 
and direction to his people so that 
they work efficiently and with high- 
est productivity. Nationwide Mu- 
tual Insurance Co., for example, 
endeavors to give employees at all 
levels a real feeling of proprietor- 
ship in their work and the results 
they achieve. However, the com- 
pany insists that unity of command, 
unity of direction, and single ac- 
countability for the attainment of 
objectives shall be preserved. To 
get a clear understanding of what 
is involved, we should understand 
the three categories of decision 
making and the place of participa- 
tion in each. 

Group decision. Here the group 
decides and carries out its own de- 
cision. Before permitting participa- 
tion to go to this length, the man- 
ager should determine beforehand 
the feasibility of his going along 
with the group decision, no matter 
what form it assumes. If he has 
mental reservations, it is better not 
to let go the reins. Nothing is worse 
than the post-mortem “I said it 
would be okay, but. . .” 

Group decisions most often prove 
workable in matters related to the 
internal functioning of the group. 
The team can determine its own 
work procedures and set its own 
standards, provided they fall with- 
in the framework of the manager's 
requirements and those of the 
company. 

Command decisions. Manage- 
ment can be the most lonesome job 
in the company because of the fre- 
quent requirement that the man- 
ager forsake all advice and sugges- 
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tions and make the decision he 
feels is best for his group. Even 
though this kind of decision may 
permit participation during analy- 
sis of the problem and development 
of alternatives, there can never be 
any doubt as to who has the final 
word and that his decision must 
be followed. 

Some researchers believe that the 
command decision is passé, and 
that all matters can be entrusted 
safely to group vote. This highly 
theoretical conclusion is both fal- 
lacious and dangerous. In practice 
it rarely works out for the simple 
reason that the group members 
may not be fully aware of the needs 
and requirements of higher man- 
agement levels; nor can they weigh 
and assess with objectivity the im- 
portance of their activities com- 
pared to those of other groups re- 
porting to the same superior. Left 
to its own devices, a group tends to 
initiate, decide, and to act in con- 
formance with the compromise 
thinking of its members. This is not 
always rapid or flexible enough, nor 
sufficiently vigorous and enterpris- 
ing, to ensure competitive leader- 
ship. In general, problems involv- 
ing two or more groups most often 
require command decisions made 
by the common superior. 

Democratic decisions are reached 
by the group as a whole, including 
the manager. Each contributes his 
own special knowledge and point 
of view. Through discussion and 
reconciliation, a general sense of 
the meeting is reached and this be- 
comes the decision that triggers 
group action. This approach allows 
fullest participation. However, the 
manager should be adept at ques- 
tioning his people, and he must be 
psychologically primed to listen, so 
that he will understand not only 
the words he hears in this demo- 
cratic give and take, but also the 
meaning behind the words. 


Provide feedback 


Attempts to give people control 
of their jobs often fall down. This 
happens, for example, when mem- 
bers of the team contribute ideas 
and recommendations but their 
suggestions seemingly fall into a 
vacuum—no action is taken and 
they never hear what has occurred. 
This is fatal, because it clearly un- 
derlines the suspicion that partici- 
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pation is being used as a gimmick. 

Much better is the approach fol- 
lowed by Aluminum Co. of Ameri- 
ca in its Conference Plan for Man- 
agement. In this approach, operat- 
ing supervisors are encouraged to 
offer suggestions for improvement 
and innovation in regularly sched- 
uled group meetings. Alcoa has a 
ground rule that ensures enthusi- 
astic and worthwhile contributions: 
each recommendation merits either 
action or an answer. If action is 
indicated, the group learns what is 
to be done and usually has a hand 


in carrying it out. When follow- 
through on the suggestion is not 
feasible, a prompt feedback report 
is made, fully explaining the rea- 
sons, 

Authoritative estimates indicate 
that most people in business work 
produce at less than 40% of their 
potential. That leaves a lot of room 
for profitable improvement. You 
can get people to reach for this 
improvement in their own perform- 
ance if you do just one thing: give 
them some control over their own 
jobs. & 








NOW! PRINTED PIECES 


LABELED AUTOMATICALL 


lopes.... 
your Own personnel. 


CHESHIRE 


INCORPORATED 


. 

Applies labels addressed from your punched cards, plates, stencils 
and other addressing systems. Even applies cut or individual labels! 
Trims costs by applying in excess of 14,000 labels per hour. Handles 
post cards, insertion cards, pamphlets, brochures . 





1644 N. Honore St. 


























IBM type 407 or 
Addressograph electronic 
facsimile tape labels 





gummed or ungummed 
33-to-a-sheet labels 





roll strip labels 
or continuous pack 
form labels 
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cut labels 
¥%y" x 2%" to 3%" x §” 








. all sizes of enve- 


. and lightweight booklets, magazines, catalogs and quarter- 
fold tabloids. Compact, too! And so simple that it can be operated by 






The Cheshire Model E. 
Write for 
descriptive brochure 


Dept. MM-2 
Chicago 22, lil. 
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Clutter-Proof 
Secretaries 


are happier 


and more helpful 


SHAW:WALKER 









































Tue “‘Clutter-Proof Secretary’’ handles more 
correspondence, more appointments, more projects 
yet stays more relaxed and cheerful day-long! 

The secret: —Shaw-Walker’s new Clutter- 
Proof Desk with twice the usable drawer space. 

Energy-saving drawer conveniences, specifically 
designed for secretarial accomplishment, organize 
everything right at her finger tips . . . Even the 
letter trays and wastebasket are in the drawers! 

These Clutter-Proof Desks quickly repay their 
cost by saving floor space and saving time. Their 
beauty and modern color-styling brighten your 
office and boost morale. 

See Clutter-Proof Secretarial Desks in 7 styles 
at one of 17 Shaw-Walker branches or 485 dealers. 
Or write for our 1960 Office Guide — 248 pages of 
modern office equipment and its efficient use. 


Largest Exciusive Makers of Office Equipment 
Muskegon 16, Mich. Representatives Everywhere 
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HIDDEN HAZARDS 


Tam’ 4e) 6) ame -y- 1c ol r-Tal 


Even plants that seem clean and safe hide costly safety hazards. Yours might 


be one of them. How do you remove these hidden hazards that 


could prove disastrous? You can't do it yourself. But you can motivate 


your workers to accident-proof your plant. These cases show how. 


by Harold S. Sharp, Technical Librarian 


A. C. Spark Plug Division, General Motors Corp., Milwaukee 


mu [t's the safe and 
clean plant that often contains the 
most costly hazards. 

A midwestern plant was a gleam- 
ing testimonial to a safety minded 
management. No stairway was too 
steep, too narrow or without rail- 
ings. All gears or other moving ma- 
chine parts were shielded. Where 
their eyes might possibly be in dan- 
ger, all workers were required to 
wear safety goggles. Areas where 
intensive heat was concentrated 
were insulated to minimize the pos- 
sibility of fire. 

Yet when the plant’s manage- 
ment called for a general inspection 
and spring cleaning, it found haz- 
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ards that could have touched off a 
million dollar fire. In the workers’ 
lockers, for example, there were 
over 450 oil shop towels and more 
than 350 packets of book matches. 
Had a fire resulted from spontane- 
ous combustion, the plant, many 
jobs and possibly human lives 
might have been destroyed—in a 
company where safety and cleanli- 
ness were almost a religion. 

Hidden hazards like this can be 
as small as a dime-sized oil spot or 
a carton left standing in an aisle. 
Often hard to find, such hazards 
can result in costly damage pay- 
ments or a fire that levels your 
plant. 


Yet you can anticipate, locate and 
dispose of potential hazards simply, 
quickly and at low cost. How? 

Experience shows that the com- 
monest cause of the hidden hazard 
is the worker himself. So the key 
to removing plant hazards is not to 
spend your time looking for dan- 
gers and ways to correct them. The 
way to do it is to motivate your 
workers themselves to shortstop 
hazards before any danger arises. 

How can you encourage workers 
to maintain plant safety? 

Companies that have done it 
report that a two-step program 
worked best. 
= First, they demonstrate and dra- 
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BRUNING MAN teams up 
Copyflex copying machines 
with Teletype printers 
































‘\ 

Clifford Jelinske, 
(right) of Bruning’s 
Milwaukee Branch, 
and Philip Beckley, 
of The Trane Com- 
pany, review results 
of unique solution 
to paperwork bottle- 
neck. The Trane 
Company is a lead- 
ing manufacturer of 
heating, ventilating, 
and air conditioning 
equipment. 











sives The TRANE Company 


same day shipment 
of orders! 


Stock orders received at The Trane Company before 2:00 p.m. 
are shipped the same day, invoices completed the next day. 
All despite a two mile distance between order department and 
the shipping department. 

Order-billing department edits orders then transmits data on 
inexpensive translucent order forms to the distant stocking-shipping 
department via Teletype printer. On the receiving printer, a 
5-copy factory order set is produced simultaneously. 

Shipping notices from the order set are sent back to order-billing 
department where quantities shipped, extensions, etc. are entered 
on original translucent transmittal order forms. From the completed 
order forms, Copyflex reproduces all necessary invoice copies. 
No clerical transcription of repetitive data. 

There you have it: same day shipment, next day invoicing, 
clerical rewriting and retyping eliminated at a big saving of time 
and money. 


BRUNING 
ae a 


The Bruning Man in your area can help you slash paperwork, speed major company operations. He’s 
backed by a company with over 60 years’ experience. He’s located in principal U.S. Cities. In Canada: 
103 Church Street, Toronto 1, Ontario. Home office: Mount Prospect, Illinois. 
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Diazo Copying at Its Best! 








matize the innocent ways in which 
potential dangers can crop up. 
They show workers how serious 
small oversights can be. 

One plant manager called his 
men together and showed them a 
model of the plant in which they 
worked. The touch of a button ig- 
nited a spark under the model and 
flames quickly consumed it. 

“A simple but effective way to 
hammer home the idea that each 
man has to be on his guard against 
hidden hazards to safety,” says the 
manager. 
™ The second step is to utilize 
the motivational power of compe- 
tition. 

To encourage men to meet, or 
supersede, a given standard, give 
them the opportunity to compete 
against each other. The record 
shows that inter-departmental com- 
petition is an extremely effective 
way to motivate employees to main- 
tain plant safety. 

These cases show how to do it. 


Complete indoctrination 


The Tappan Stove Co. of Mans- 
field, Ohio, has maintained a plant 
cleanliness, orderliness and safety 
program for more than 10 years. 

Set up by a committee of man- 
agement and employee representa- 
tives to assure mutual management 
and employee cooperation, the pro- 
gram is based on departmental 
competition. 

Under the firm’s housekeeping 
plan, department heads are respon- 
sible for orderliness and cleanliness 
standards within their respective 
departments. 

Floor plans depicting the area 
for which each department head is 
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responsible were prepared, and 
specific rules for keeping each ter- 
ritory safe, clean and orderly were 
established. 

As some areas were larger than 
others, classifications A and B were 
established, in order to equalize 
the competition between the de- 
partments. 

Management members of the 
planning committee met with the 
department heads to explain the 
housekeeping program, secure their 
cooperation and outline duties and 
responsibilities of each. At the same 
time, a letter was sent to each em- 
ployee, explaining the program and 
outlining the rules under which it 
would be conducted. 

To help workers comply with the 
program, management decided on 
a four-step procedure: 

1. Add more waste containers as 
needed. 

2. Install signs and bulletin 
boards pertaining to the program. 

3. Inform new employees of the 
program at indoctrination lectures. 

4. Provide prizes for departments 
making the best records. 
_Department heads are respon- ADVANCE “HYDRO-VAC”" VACUUM... 
sible for the continued cleanliness 
of their areas, but not aisles or pas- ® « 
sageways. Those areas are the re- Picks Up anything eee faster! 
sponsibility of the plant janitors - 
who report directly to the plant 
manager. 

Foremen supervise the cleaning 
of each area. The employees, in 








These super-powered industrial vacs gulp chips, oil, water— 
all kinds of wet or dry materials—in seconds! 







turn, divide among themselves the Here’s the vac that makes light work of 
responsibility for cleanliness and tough clean-up jobs. Has super-suction ADVANCE 
— srs the 1 a power. Holds 25% more because it’s square. SPEEDBOY 
~~ norougn cleaning of machines Ribbed square tank means extra strength, DELUXE 
and equipment before the end of t Has h dut is le Sa 
each shift, and the proper disposal 00. 55S SST ay ee rca 
of all waste and rubbish before the proof motor. Comes equipped with 20” or 
shift ended. 26” floor tools—twice as easy, twice as 
In addition, workers are required fast as conventional smaller tools. You 
to return tools to their proper need fewer strokes... get faster cleaning. 
places, sweep those areas not the For complete floor care, team 
responsibility of the plant janitors, Call your Advance distributor the Hydro Vee with an Advance 
° ; ; oor scrubdoding - and - isnin 
and check to see that the aisleways or use the yg ior ne | een. machine—another at Lame 
are clear of trucks, boxes, and the & ‘ complete line of floor care 


. ‘ . equipment designed to make 
like. This applies not only to regu- LEASE AND FINANCE PLANS AVAILABLE cleaning easier. 


larly assigned work areas, but also 

















t hick k Sa ae a ee ee ee ee ee ee ee ee ee ee ee ee ee ee 2 

oO any area to which a _ worker — 

: = t - - A ” - —“S i ADVANCE FLOOR MACHINE COMPANY : 

might be temporarily assigned to a “ — 132 Industrial Center fy 

perform his duties. eV O)"¥. 1 Oo — Spring Park, Minnesota | 
Once the Tappan safety and N ' Send complete information on the i 

7 appé ° 7 SS ‘“‘Hydro-Vac” Vacuum. 

cleanliness program was under way, i (C) Send literature on other Advance Floor 4 

the planning committee set up a ADVANCE FLOOR MACHINE co. | Maintenance Equipment. i 

permanent plant orderliness com- $04: Seteestshell denhes E Name : 

mittee to continue supervising the Spring Park, Minnesota ; Address : 

program. Telephone GReenwood 1-8481 4 City : 
This committee, consisting of i dina din ideal eat in an Wes Gh ah tab ns et 
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Luxe d.!"' q 
.. premium quality, rich luxury, 


outstanding durability... all at a mae 
LOW BUDGET PRICE! | 





.».twrite foday 
for full information 


(CRS ARE RETA FOR TONE |. SLIGHTLY HIGHER 








B LUXCO inc. / 333% 


FREE PLANNING KIT 


Spacefinder File templates, scaled 
grid, and instructions, all in attrac- 
tive folder, make filing system 
planning easy. 








SPACEFINDER 
™ FILING SYSTEM 


... has proven — in thousands of of- 
fices — that it can SAVE YOU 50% or 
more in filing time, space and money. 


















Welded cabinet, designed specifically 
for maximum filing efficiency, is com- 
plete, ready to use — and can be 
moved with contents intact. 


Write to Tab Products Co., 995 Market 
Street, San Francisco 3, California for 
your FREE SPACEFINDER FILING 
SYSTEM PLANNING KIT & Catalog 9. 
yet ere tt 
Unexcelled visibility 
and accessibility are 
the secrets of Space- 


finder filing speed and 
economy. 











oO PUCcTs co. 
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three members of management and 
four factory employees, makes a 
monthly inspection of the plant 
areas. At this time, each department 
is graded. The winning department 
is announced, as is the depart- 
ment having the lowest cleanliness 
and/or safety score. The committee 
then publicizes the results of the 
inspection as well as the over-all 
program. 

To score, each department is 
given a starting score of 100 points. 
Points are deducted for such disor- 
derly conditions as cluttered aisles, 
trash not placed in proper recep- 
tacles, and dirty or oily floors. 

Following the inspection, scores 
are tabulated and management is 
given the results. 

The scores earned by each de- 
partment are given plant-wide pub- 
licity. The highest and the lowest 
scores are posted on bulletin boards, 
together with the departments re- 
ceiving them. A trophy is presented 
to the winning department, and is 
displayed as long as that depart- 
ment is able to maintain first 
place. 

Yearly tabulations of safety scores 
are made. The department with the 
best record for the year is presented 
with a gold trophy which it retains 
until the following year. Also, mem- 
bers of the winning departments 
are given a free “trophy dinner” in 
the company cafeteria. 


Other incentive methods 

Different incentives have worked 
for different companies. 

For example, the Piasecki Helli- 
copter Corp. of Morton, Pa., gives 
an “eight-ball award” to depart- 
ments whose housekeeping is rated 
as poor. 

At first, many such negative 
awards were given, and because of 
it, company officials say, marked 
improvements within the depart- 
ments have been made. Now de- 
partments earning this doubtful 
award are difficult to find, even 
though housekeeping standards 
have been raised. Departments with 
the highest scores, as well as those 
winning the “eight-ball award” are 
posted on company bulletin boards 
and also publicized in Piasecki’s 
house organ, Tandemeer. 

Rewards for good housekeeping 
include, as with the Dayton Rubber 
Co. of Dayton, theater tickets, play- 
ing cards on which safety slogans 
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are printed, and ball point pens. 
Banners, trophies, and citations are 
commonly given winning depart- 
ments and, at Dayton Rubber, a 
group picture of the winning de- 
partment is taken and published in 
the company magazine. 

The Norris-Thermadore Corp. in 
California also publishes the names 
of the three winning departmental 
supervisors in its paper, and gives 
the score but not the name of the 
supervisor of the lowest scoring 
department. 

I. T. T. Federal, a division of 
International Telephone and Tele- 
graph in Fort Wayne, Ind., main- 
tains a giant scoreboard just inside 
the entrance of its plant. Here the 
respective scores of each depart- 
ment are posted. No reward is 
given to either the departments or 
to individuals for good housekeep- 
ing in the plant. 

The Esterbrook Pen Co. of Cam- 
den, N. J., gives each member of 
the winning housekeeping team a 
prize of a silver dollar. Here, be- 
cause some operations differ, two 
leagues have been established. Scor- 
ing points have been adjusted for 
each, based on the nature of the 
area subject to inspection. Scores 
are accumulated and at the end of 
each year the department having 
the highest mean average score in 
the two leagues wins the annual 
reward: two silver dollars for each 
team member. 

General Tire and Rubber Co., 
Akron, has a similar award pro- 
gram. Here all employees of the 
department with the highest month- 
ly housekeeping score are permitted 
to draw for an individual prize, 
such as a toaster, steam iron, or 
other electrical appliance. Other 
prizes have included the choice of 
a car servicing (consisting of wash- 
ing, lubrication, oil change, and 26 
gallons of gasoline), or $10 worth 
of merchandise of the employee's 
own selection. 

The way to accident-proof your 
plant is to keep employees con- 
stantly reminded of danger in the 
smallest oversight and motivate 
them to make every effort to correct 
these oversights. Once they are as 
wary of hazards as management is, 
they will work for their own safety 
as well as the plant’s. You'll have a 
low cost team of troubleshooters on 
constant lookout for potentially 
costly dangers. & 
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A demonstration will show you the new 
features that make it easy for anyone to 
run the HEYER Mark Il! Conqueror . Li 


After a few minutes instruction, anyone 
can duplicate clear, sharp copies in 1 

to 5 colors of anything typed, written 
or drawn on a spirit master. Now, 
duplicating is as easy as dialing the 
telephone and just as fast! 


At no increase in price you get such 
wanted features as a new feed 

table that eliminates those tricky 
side rubber adjustments; 

highly visible re-set counter that 
saves time and paper; adjustable feed 


wheels for wrinkle-free, non-skip feeding; 


and feed tension control for dialing 
correct tension on all types of papers— 
from thin papers to post cards— 

even newsprint. 


An example of effortless operation is the 
automatic start-stop on electric models. 
The motor clicks off automatically 
when the last sheet is printed. 


And your Heyer Conqueror never 
becomes obsolete. Parts are available 
for Heyer Duplicators made many years 
ago and new advances are designed for 
adaption on present Conquerors. 




















Conqueror prices begin at just 
$214.50**. The Electric Mark Ill 
Conqueror, shown above, is 
$299.50**. 


**Pjus Federal Excise Tax. 


“Always Makes a Good Impression” 


=m ae au cm ame ee oe oe oe oe om oe eee 4 


1832-D S. Kostner Ave. | 

HEYER INC. chicago 23, | 

| 

© Please send my Personalized Desk Pad and Literature on | 

Conqueror Duplicators. 

Send for desl FREE © 1 would like to have a one week FREE trial of a Conqueror | 
Personalized Spirit Duplicator. | 
: I | 

Memo Pad Today CETTE ET COTE LG OC WS cS avacsnaned os | 
Mame Of BuslnnOh <5 i.iiinc lo. cdc cccdtulnsecaceuabathbaxeheues . 

SAGE... « cuca oo nubs 080 inbs 43 sebants tecedess sean ; 

es ais hteiac kon bees bade , Oe Ey t 
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J. G. REYNOLDS, PRESIDENT of J. G. 
Reynolds Construction Company. 


THIS REYNOLDS’ OFFICE BUILDING comes 
under the heading of ‘“‘Future Events.” 








“... WITH A NATIONAL SYSTEM, we are able 
to handle the Job Cost and Accounts Pay- 


able with one person instead of three. 


“Our ational System 
Saves us*6,900 a year... 


returns 98% annually on our investment 


“Our National Class ‘32’ is the best 
investment we’ve ever made,” writes 
J. G. Reynolds, President of the 
Reynolds Construction Company. 
“Now, thanks to our National Ac- 
counting Machine, we are able to 
handle an increasing volume of work 
with greater speed and accuracy. 
“And by replacing an old hand- 
posting method with a National Sys- 
tem, we are able to handle the Job 
Cost and Accounts Payable with one 
person instead of three. Thus, we 
have eliminated costly overtime and 
unnecessary salaries. In addition, 


1?? 


—Reynolds Construction Company, Santa Rosa, California 


the information that our National 
provides ... allows us to bid more 
accurately on work contracts, there- 
by insuring us of a better profit. 

“We consider our investment in 
National a sound one. Why shouldn’t 
we? After all, it saves us $6900 a 
year...and returns 98% annually 
on our investment!” 


foals 


President of 
Reynolds Construction Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return yearly profit. 
National’s world-wide service organi- 
zation will protect this profit. Ask us 
about the National Maintenance Plan. 
(See the yellow pages of your 

phone book.) me 
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32 ways to use a camera in your business 


(Continued from page 47) 


rings, brooches and other jewelry after purchase. He 
indexes the photos and files them away against the 
day when the item may be lost or stolen. Then his 
handy photo evidence helps old customers back up 
insurance claims. 

If you manufacture any of a host of consumer prod- 
ucts—luggage, automobiles, home furnishings, leisure 
and hobby items, etc.—consider packing photos with 
them for this purpose. 


Baby sitter service 


Here’s a film idea you can adapt for rallies, con- 
ventions or retail events to which willing customers 
must drag unwilling small fry. 

Supermarkets have developed a midget cartoon 
theater where struggling youngsters can be conveni- 
ently parked. The Lilliputian Theater is a self-con- 
tained unit which seats from 25 to 40 children at a 
time. The service costs enterprising supermarketeers 
$60 to $75 a week and includes a revolving advertising 
cupola that defrays some of the expenses involved. 


Stock checker 





Your salesmen can pick up this camera suggestion 
for use on the road. 

George Hardin of Medical Arts Pharmacy, San 
Mateo, Calif., has his clerks check shelves against 
photos showing them fully and properly stocked. He 
thus avoids lost sales from depleted stocks, doesn't 
annoy customers when the checking is done and 
doesn’t do nearly the amount of personal supervision 
he used to for the job. 

Why can’t your salesmen, cameras in hand, perform 
this service for their retail accounts? They can shoot 
the shelves as they should appear, then come around 
periodically to check against the photos for missing 
items. One valuable plus: the salesmen get a reliable 
idea of how large an order they can count on. 


Package design test 

Have you ever wondered about how consumers 
really react to your packages? Try using the hidden 
camera technique employed by Marathon Corp., Men- 
asha, Wisc. 
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The company plants cameras in supermarkets to 
gauge shopper reaction to such variations in packag- 
ing themes as the fashion food illustrations on ice 
cream cartons. It uses the results obtained from such 
tests to improve designs and sell new packaging ideas 
to clients. 


Growth stimulant 

Photography can give your promotional program 
a welcome shot in the arm even if your budget is 
limited. 

One small southwestern drilling company presented 
a cinematic prestige story about its new eight-to-10- 
times faster drilling procedure on 16mm film. Within 
two months, the company had to hire 30 new employ- 
ees in order to handle new business the film brought in. 

You must have a unique story to tell about your 
own company. Try wrapping it up on movie film and 
make it part of your promotional message. 


SALES BUILDING IDEAS 


Sell through the lens 


Business films can give a tremendous boost to your 
company’s sales. They have proved effective for prod- 
ucts as diverse as steel and insurance. 

For example, Cleveland’s Republic Steel traces a 
large share of a $350,000-per-month sales gain to the 
effective use of 16 business films—keystone visual 
training aids in its 1957-initiated “Order Makers 
Institute.” 

And Continental Equity Life Insurance Co., Alex- 
andria, Va., finds “one motion picture worth a thou- 
sand actuarial tables.” Just two specially-produced 
sales movies helped it to a one hundred percent, plus, 
sales upswing (from $3% million to $8 million) in a 
scant four months. 

There is surely some aspect of your sales program, 
too, that can be made more effective through this use 


of films. 


Photo mailings 

A camera and some postage stamps can effectively 
publicize your company’s products or services. 

When the Joseph J. Carbone Co., Boston, gets in a 
new shipment of merchandise, word gets around fast to 
antique buffs on the company’s list. The firm simply 
photographs choice items and mails prints of them 
to prospective customers. 

What could be simpler if you have news about your 
own firm which you would like to publicize? 


Let your message linger 

Pictures left with a prospect keep your story work- 
ing for you long after your salesman leaves. 

General Electric Appliance Co. uses miniature 
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Your Heart is: 
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You might work at a lathe, on a tractor, behind a counter, 
behind a desk. It makes no difference. No one is immune to 
the heart diseases, our nation’s #1 health enemy. 

Your Heart Fund is your #1 defense. Your contributions 
support heart research. You make it possible for your Heart 
Association to bring the latest research advances to your phy- 
sician—and to protect your heart and all the hearts you love. 


GIVE TO HEART FUND To FIGHT HEART DISEASE 
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Bring sales-building ideas into focus — on film. 


model kitchens and picture-a-minute cameras for this 
purpose when calling on housewives. 

The salesman sits down with Mrs. Homemaker and 
the two lay out her “dream” kitchen on the miniature 
model. Once agreed on the ideal plan, with appliances 
positioned as desired, the salesman snaps a picture 
of the model and leaves the photo with the housewife. 

It serves as a constant reminder-of what the com- 
pany can do for her once she makes up her mind. 
And it helps her make her mind up, too. She can 
refer to it while discussing the plan with her husband, 
while mulling over the costs involved or while refining 
the plan itself. 

This picture-the-plan-for-your-prospect idea can 
easily be used for presenting a variety of goods and 
services to both the general public and to industrial 
consumers. 


One-customer movie 


How much should you spend on photographic aids 
to business? That’s something you must decide for 
yourself, relating costs to expected results. 

A case in point: The story told among business film 
producers and sponsors of a sales film that had a per- 
viewer cost of $50,000. But it also sold $22 million 
worth of railroad diesel engines to its single-customer 
audience! 

You can direct your photo efforts at many levels of 
your market or zero it in on one, exclusive target. The 
versatile camera is always ready to do your bidding. 


Hard sell, low budget 

A fragile budget—which allows for camera and film 
—can still produce some hard sell campaigns for your 
business. 

Though limited by an under-$1,000 budget, Willy's 
Overland Export Corp. recently went ahead with 
a short promotional film. Required were one prototype 
truck it was trying to promote and only 12 hours of 
shooting time. The truck was borrowed from the en- 
gineering department and put through its paces over 
the prescribed rough terrain as the cameras ground 
out a highly effective $850 movie. 

Remember, if you are ever faced with a similar 
problem, the cost of shooting one such film covers 
its re-use over and over for as long as you want to 
promote the product. 


Photos close the deal 

You can often sway undecided prospects with visi- 
ble, photographic proof of the value you offer them. 

Sharkey’s Tire Service, New Bedford, Mass., gets 
good sales mileage out of salesmen’s photos of worn 
front tires on parked cars. The owners, traced from 
license plate numbers, quickly become customers 
when they see the poor condition of their tires through 
the accurate eye of the camera. 

Fidelity Roof Co., Oakland, Calif., gives the same 
technique wings. It shoots aerial photos of rooftops, 
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sending salesmen in to pinpoint those in need of repair 
via close-up still photography. 

How about your own business? Can it gain sales 
by using this proof-positive photo technique? 


Sales resister 

Sales resistance—in movie form—is a sure-fire way 
to sharpen the strategy of your sales staff. Here is how 
Orchid Brothers uses this method. 

A movie screen that talks back helps their prospec- 
tive door-to-door salesmen hone up on the way to 
clinch sales. The men listen to objections raised by 
tough-sell screen customers, then answer back. The 
sales training manager looks on and offers helpful 
criticism. 

You can improve your sales training program this 
way no matter what business you're in. All you need: 
a camera, some film, a projector and a screen. 


Performance record 





To best demonstrate what your company can do for 
a client, you still can’t beat before-and-after photos. 

Lambert Associated Companies, Inc., a Dallas, 
Texas, landscaping firm, takes as many as 50 photos 
before it begins a job. After it is completed, another 
set of pictures shows what improvements have been 
made. One and two years later, additional photos are 
taken. The complete set is often used by the company 
president in his lectures before garden clubs and civic 
groups in his firm’s seven-state area. 

The before-and-after kits you compile to illustrate 
your company’s services can work for you in the same 
way—years after you've completed a job. 


TIME SAVING IDEAS 


One picture is worth... 


Filmed instruction is a universally understood busi- 
ness tool. It has even helped overcome language bar- 
riers in the Near East. (Continued on page 106) 
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From any Point of View... it’s 


BENTSON 


OFFICE FURNITURE 


Very few purchasing agents and office managers (if 
any) have hung by their heels to examine our 


furniture . . . but if they can stand it, we can! 
Because Bentson quality equipment looks good 
from any point of view. Sharp, clean lines reflect 
an efficient, successful business. Rugged bracing 
“down under” is your guarantee you are getting 
your money’s worth. Wide choice of leg styles, top 
edges, back panels . . . and literally scores of solid 
and two-tone color combinations! (P.S.—We make 
files, too,—the best!) 


Get a colorful 
catalog from your 
Bentson Dealer 
or write to— 


BENTSON MFG. CO. 


655 Highland Avenue @¢ Aurora, Ill, 


TWinoaks 7-9237 
(Circle number 109 for more information) 
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Your camera can trim costs, speed 


One American engineer takes moving pictures of 
field operations, then projects them for native employ- 
ees of a U.S. oil company in Saudi Arabia. Result: 
readily-understood instruction without time-wasting 
translation. 

If movie instruction works so well where there are 
language barriers, imagine how much more effective 
it would be in your own business where language is 
not a problem. 


Quicker than the eye 


Movies can eliminate many of the problems in- 
volved in redesigning high-speed machinery. 

Pump engineers at the Gardner-Denver Co., Quin- 
cy, Ill., had worked for years on valve action problems 
although, until recently, the valve had never actually 
been seen in action. Then they devised a recording 
method using high-speed motion pictures. 

“It was,” said a company official, “as if we were 
working with something in the dark all the time. Then 
someone turned on the lights.” Result: design ad- 
vances that substantially increased pump efficiency. 

You may have a design problem in your plant right 
now that can be solved in the same way. 


For public inspection 


Instead of touring visitors through your plant—and 
disrupting production—why not bring the plant out to 
them in the form of pictures? 

This is essentially what one Los Angeles cleaning 
establishment owner did. Lacking the time to tour his 
customers through his plant, he took interior photos 
and posted them in his window for his customers to 
see. 

Any business firm can do the same thing by display- 
ing photos of its plants or offices out in the reception 
area for public viewing. 


Graphic record 


A photo file kept at company headquarters can 
serve several functions at once. 

Field engineers of Florida Light and Power Co. 
send 3-D color photos of repair data and construction 
details to the home office for reference. The company’s 
slide backlog, built up over many years, is invaluable 
for orienting new employees, filling in engineers on 
FL&P’s past performance and keeping an up-to-date 
record of repair and construction facts. 

The important point here for businessmen: it is 
done at far less cost in time and money than personal 
visits to widely separated sites. 


improvement through pictures 


Film can be your strongest argument in selling em- 
ployees on needed company improvements. One 
tested method is to match up old and suggested new 
ideas side by side on a strip of movie film. 

This “split frame” technique was used by a major 
photographic firm to stress the merits of a new sorting 
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production, boost efficiency. 


system. One girl, shown using the new method, 
finished her work in half the time—while the second 
struggled on with the old system. 

New and old methods can be effectively compared 
with this split frame presentation. It makes its point 
briefly and clearly—an important consideration for you 
when persuading employees of the merits of a newly 
adopted system. 


Permanent log 


When you need a visible account of test results 
performed under harsh conditions, turn to the camera. 

Test technicians of one missile maker were pleased 
recently to learn about rugged photographic record- 
ing. A recovery parachute failed to open during a test 
and sent a projectile spiraling to the ground. The 
high-speed camera inside the missile was smashed— 
the film chopped up but unexposed in the light-tight 
casing. At the laboratory, the film chips were devel- 
oped and pieced together into a recognizable record 
of the event. 

Take another look at your own testing program. 
You may be conducting gruelling tests of products, 
machines or production techniques that can best be 
recorded with a camera. 


Goodwill photo file 


Your roadmen, equipped with cameras, can cement 
good customer relations for your company. 

One upstate New York executive boosts goodwill 
for his firm by snapping desk-side photos of every in- 
calling space salesmen. Then he’s never without the 
right first name or the right magazine for the right 
salesman at the right time. 

How can your roadmen adapt this idea? They can 
maintain complete photo files on all customers and 
prospects. They can send or take extra prints to new 
customers as the first follow-up. And they can leave 
the next salesman in the territory with a photo intro- 
duction to each customer. 


Installation guide 


Cameras are indispensable tools in speeding new 
plant construction and expansion programs. 

A field supervisor for Electric Storage Battery Co., 
Atlanta, Ga., snapped progress photos of a new indus- 
trial plant being built. The prints were sent to the 
home office together with regular written reports. 

Other photos, taken at widely scattered plants, 
showed clearly how equipment should be installed 
in the new branch. Architects, contractors and others 
working on clearance problems, piping and ventila- 
tion set-ups and finished installations found the refer- 
ence photos of great help to them in cutting working 
time. 

The camera can perform equally well for you in 
your business. Keep it in mind—and on hand—the next 
time you plan to expand your own plant. @ 
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eeebe mote there! 


A “Hear Here” Acousti-Booth guards telephone 
conversations . . . shuts out noises that garble 
speech and muddle hearing . . . provides pri- 
vacy. 

Why tolerate mistakes and misunderstand- 
ings? There is an Acousti-Booth model for every 
location. 


Acoustical Performance Guaranteed 


For descriptions and prices 
ask for Bulletin No. A-142-4 







cy er BURGESS-MANNING COMPANY 


749 East Park, Libertyville, Ill. 


(Circle number 112 for more information) 


MIDWEST 
SEMINAR 


Here's how ae 


JACK 


your office 


i 
17™ annual 


CHICAGO SEMINAR 
and BUSINESS SHOW 


CONRAD HILTON HOTEL @ CHICAGO, ILLINOIS 
FEBRUARY 29TH THRU MARCH 380 1960 


Clip and mail to OMAC, M-2 
Dept. MM-2-60, Office 
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Management Assn. of Nome 

Chicago, 105 West 

Madison St., Chicago 2, Address 

Winois. City State 
Please send me details of 

the Chicago Seminar and Company 

Business Show. 


(Circle number 157 for more information) 
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A Classic Opportunity 
To Sell A Magnificent 
(and Little Understood) Market 


FREE ...A unique report which lays bare the little-known 


facts on influences in school buying decisions— prepared 


by one of the leading authorities on the school market 


i -. is an Opportunity to use a comprehensive new analysis showing 
who makes the decisions in the purchase of school equipment and 


construction materials and services. 


The report shows the widespread misunderstanding of the role that 
key people play in these buying decisions—how this misunderstanding 
now offers many companies a powerful opportunity to begin or expand 


sales to this mushrooming market. 


This comprehensive new report includes detailed information on major 
buying influences, sizes of the market, profit opportunities, people and 
organizational groups with buying authority and comparative costs of 


reaching all groups. 


To help us identify advertiser interest in the school market, you may 
have a copy of this interesting new report—without cost or obligation. 
We will mail you a copy if you simply write on your company letter- 
head to Research Director, School Management, 22 West Putnam Ave- 


nue, Greeenwich, Connecticut. 


Publishers of: 
SCHOOL MANAGEMENT | So23en 

School Office Equipment 
School Construction 


Magazines, Inc., 22 W. Putnam, Greenwich, Conn. rae 
oervices 
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Auto leasing 
(Continued from page 52) 


where leasing might not be the best 
solution. 

1. If a company has a surplus of 
working capital and is operating its 
fleet efficiently, it would be foolish 
to hire a leasing company’s capital 
to buy a fleet, pay leasing charges 
and then have the company’s sur- 
plus working capital sit idle in the 
bank. In this situation, the company 
might just as well own its own fleet. 
However, some companies tell us 
that even though this was the situa- 
tion, they went into leasing anyway. 
Why? They wanted to get out of 
the automobile business and stick 
to making widgets. 

2. Companies whose salesmen 
travel low mileages (around 1,000 
miles per month) primarily in cities 
can usually save money by paying 
mileage rates, if they can keep un- 
der 10 cents per mile. If salesmen 
don’t mind supplying their compa- 
nies with $2,300 or more of working 
capital, why should the companies 
make a change? 

3. In some industries, as in door- 
to-door selling, salesmen are not re- 
imbursed directly for using their 
own cars. Many of these companies 
are satisfied with this setup and find 
it advantageous. However, these 
companies really are paying for the 
use of these salesmen’s cars by the 
size of the commissions they pay. 

Auto fleet leasing has grown be- 
cause it is based on the principle 
that profits are earned on use of 
capital, not ownership of capital. 
The long term trend is that company 
ownership of fleets will be replaced 
by leased fleets, particularly as 
credit gets tighter, while employee- 
ownership of fleets will decline 
slowly, but surely. The decision will 
be made by economic efficiency. & 





FREE BOOKLET 


A complete analysis of the comparative 
costs of different methods of fleet operation 
has been developed by the Foundation for 
Management Research, Chicago. Complete 
cost charts and tables are included in the 
28-page study. It is entitled: ‘“Advantages 
and disadvantages of Aufo Fleet Leasing: 
A Comparison of Company Ownership, 
Salesman Ownership, and Leasing.” Single 
free copies of this study are available by 
writing to the Foundation for Management 
Research, 121 West Adams Street, Chicago 
3, Illinois, or by circling number 200 on the 
Reader Service Card. 
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Build in This 900-Acre 


Tract at Atlanta... 
| in the Southeast Coastal 6! 


Looking for a ready-made plant site with “grow room’’? 
Investigate the Fulton County Industrial District near 
Atlanta—nation’s newest market of a million and dis- 
tribution center of the Coastal 6. 


This district contains 900 acres in an uncongested area 
only nine miles from downtown Atlanta. Bounded on 
two sides by highways, Ga. 74 and 139, and on anothei 
by the 1.5-billion-gallon-a-day Chattahoochee River. 
Coast Line lead rail tracks already placed; all utilities 
readily available. Immediate access to non-commercial 
airport with complete facilities for private planes. 





















Put these advantages and more to work for 
your company. Write, wire, or phone Coast 
Line’s industrial development specialists 
for all the facts. Inquiries held 
confidential. 


ATLANTIC Direct Inquiries to: 


R. P. JOBB : 

Assistant Vice-President 

Department M-20 ; 

Atlantic rong! + Railroad 

Wilmington, N. C. 
RAILROAD 


(Circle number 105 for more information) 
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WHICH OF THESE TOP ARTICLES DID YOU MISS? 


Many MANAGEMENT METHODS articles—usually the best ones—are re- 
printed to fill special demand. 


Here is a list of available reprints. As long as supplies last, you may 
order copies—in any combination of quantities—at the following rates: 








Any five reprints .............$2.50 Upto 15 reprints $6.00 Upto25reprints............... $7.75 
Upto 10 reprints ............ $4.50 Upto 20 reprints . ...$7.00 More than 25 reprints ....25¢ each 
Number 


11. Lease it—don’t buy it 
The cash-conscious businessman 
can often free working capital and 
get tax savings if he leases equip- 
ment. These cases show how. 


23. Why forecasts fail 
Forecasts often fail because deci- 
sion-makers overlook their limita- 
tions. These examples will help you 
sharpen your decisions based on 
forecasts. 


24. Office space changes can be 
painless 
It’s usually expensive to change 
your Office layout. But this common 
sense modular basis of office design 
can save you money—and time. 


25. 15 ways to develop managers 
Here are 15 tested ways to develop 
management skill at all levels in 
your firm. If you can’t use these 
specific ideas, they will spur lots 
of others. 


26. How to manage research and 
development 
Improved management of research 
equals better research results. 
Measure your research management 
against the tested methods outlined. 


27. How to rate an advertising agency 
Your present ad agency is prob- 
ably best for your firm. Use this 
checklist to be sure —or to rate 
other agencies that may court your 
business. 


28. Stop wasting your time, Mr. 
Executive 
Many efficient managers are trapped 
into overtime because they waste 
time. Here’s how to stop that costly 
waste and cut unnecessary hours on 
the job. 


29. How to design profits into your 
products with value analysis 
Value analysis, originally an engi- 
neering concept, brings big profits 
when used to improve product de- 
sign. These cases show how the 
concept works. 


30. How to improve your selection of 
advertising media 
Good ads in the wrong media pro- 
duce poor results. This article tells 
why so many ads are in the wrong 
places and what to do about it. 
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31. How to make a merger 

At the stroke of a pen, you can 
achieve results through a merger 
that often take months or years to 
accomplish. But it’s how you do it 
that counts. Here’s how to avoid 
the pitfalls and make a merger 
profitable. 


32. How to get profits—not problems— 
from creative people 

Creative people can bring big profits 
and big problems. Here’s how to 
find the creative people in your 
company, overcome the problems 
they present and steer their creative 
drive. 





33. Selling to schools is highly profit- 
able. 
Here are facts on the buying prac- 
tices and structure of the school 
market—a huge market that’s grow- 


ing fast. 


34. How to plan your business trip to 
Europe 
You can mix business with pleasure 
—profitably. Here are facts on how 
to get the most value at least cost 
out of a business trip to Europe. 


35. Air cargo is cheaper than you think 
—right now 
Air cargo’s lowering rates mean 
faster and easier expansion of mar- 
kets. This article tells you how you 
can profit by using air cargo and 
when you cannot. 


36. *How to tackle the problems of 
your personality— and How to 
tackle causes of executive failure 

A two-part article, reprinted in its 
entirety. Here, five management 
psychologists tell you what makes 
an executive tick—his problems and 
how they affect subordinates. 


*Up to five copies of this 24-page 
reprint: $1.00 each; up to 15 copies: 
85¢ each; more than 15 copies: 75¢ 
each. Prices on request for quantities 
over 100. 


AND IN THIS ISSUE 


37. How to cure those costly “I’ve got 
a cold” absences 
Many colds are not colds at all— 
they're simply excuses to stay 
home. Here’s how to cure the so- 
called “sickness absences” that cut 
deeply into your company’s profits. 


38. What does it cost when you lease 
an auto fleet? 

Many firms are turning rapidly to 
providing leased cars for their 
salesmen — according to a major 
survey just completed. Here are the 
findings of the survey, together 
with other facts to support the case 
for auto leasing. 


Use this coupon to order your reprints. Remittance must accompany orders 


under $6. No stamps please. 





Reprint Management Magazines, Inc. 


Number: Quantity: 











C) bill me 





Name 


Rm. 2A, 22 W. Putnam Ave., Greenwich, Conn. 


Please send me the reprints I have indicated at left. If my 
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Cole Steel Equipment Co. oo......ooo ccc. 18 
Agency: Daniel & Charles, Inc. 

Columbia Ribbon & Carbon Mfg. Co. 87 
Agency: E. M. Freystadt Assoc., Inc. 

2. P10 Ea si saniscss su casosenncivevcancucsicncsencs 68 
Agency: Rex Farrall, Inc. 
I iol sh we snessossvsscacioceee 63 
Agency: Hazard Adv. Co., Inc 
ae 112 
Agency: Burke Dowling Adams, Inc. 

A. B. Dick Co. . ‘ET. Nn ASME. Fics 8 
Agency: Fuller & Smith & Ross ine, 

Dictaphone Corp. 28 | 
Agency: Young & Rubicam, Inc. 

Ditto, Inc. 23 
Agency: Fulton, Morrissey Co. 

Duley Press . 34 
Agency: Jones & Taylor, Inc. 

Equipto, Div. of Aurora Equipment Co. 67 
Agency: Arthur R. Mogge, Inc. 

Farrington Mfg. Co. 83 
Agency: N. W. Ayer & Son, Inc. 

Friden, Inc. 6-7 
Agency: Richard N. Meltzer Ade., 

SIN Sarita sc csnsscensosscespensenissseet 75 
Agency: Gourfain-Loeff, ine. 

I oo 5s convenneisniigsabcbbdvenssvoornes 34 
Agency: Troland, Inc. 

NE I cas fsx <snhaanapiovebousevsssdassarayaband 68 


Agency: Diener & Dorskind Inc. 





Cheme from over 
170 HOWE units. 
For illustrated liter- 





ature, act now! 


Multi-purpose 
use of space.. 


WITH HOWE FOLDING TABLES 


Pedestal 
leg style 





Budget-priced! HowLite plastic top folding tables are priced 
below tables with plastic laminate tops. HowLite is unharmed by 
soaps, water, bleaches, greases. The resilient viny! content of 
HowLite plastic subdues silverware clatter, protects china from 
breakage. “Golden Birch” pattern can’t wear away. For data, use 
coupon below. 





Eases handling and storing. Howe folding chair and 
table trucks have welded steel frames of 2” x 2” x Ye” thick angle 
iron. 6’ and 8’ long HOWE table trucks carry 10-12 units. HOWE 
chair trucks come in 5, 6, 7, 8 ft. lengths. Available in upright and 
understage storage models. HOWE’s round banquet table trucks 
handle 48”-72” dia. tables. All HOWE trucks roll easily on 4”, hard 
rubber, ball bearing casters. For information, use coupon below. 





12 ft. folding conference table. The Howe Mobil-Matic 
“12” seats 14 people comfortably, folds easily and compactly, rolls 
away on 4” swivel casters. Counterbalanced spring tension and syn- 
chronized action make opening and folding almost effortless. Genu- 
ine walnut-grained Formica top. Self-edged or anodized aluminum 
molding. Understructure plated with bright, rustproof, Cadmium. 
Get literature on HOWE mobile units. Use coupon below. 


HOWE FOLDING FURNITURE, we. 


1 PARK AVENUE, NEW YORK 16, N. Y. 


a re 
{ HOWE FOLDING FURNITURE, INC. i 
1 Park Avenue, New York 16, N. Y. 20 : j 
Please send me illustrated literature describing the 
j following: HOWE Chair and Table Trucks() g 
HOWE Mobil-matic Units] HowLite Plastic Top() 





Title 











i Address 
I city 








i Institution —1 
colt 


((Circle number 141 for more information) 





9 UT ast Soe tae 


SMe ae enna eee) 


“Sell with virtually 
no inventory, 


no warehouse? 


Easy—we use 
Delta Air Freight” 







Georgia Business Machine Co. (Office 
machines) sells from sample demonstra- 
tors, calls orders in to New York, pro- 
vides next day delivery to customers— 
with Delta Air Freight. 


“This is a streamlined operation,” says 
H. A. Fleming, President, “where costs 
must be kept to an absolute minimum. 
We have eliminated warehouses and 
have virtually no capital tied up in stock. 

We provide customers with as fast if not 
faster delivery than if we trucked from 
warehouses. Delta Air Freight is a major 
reason for our success.” 


Profit from Delta’s 


BIG PLUS 





Delta operates all-cargo flights and in 
addition carries freight on every passenger 
flight, including Jets. All-cargo flights 
serve Atlanta * Chicago « Cincinnati 
Charlotte « Dallas « Houston « Miami 
New York * New Orleans ¢ Orlando 
Philadelphia ¢ Tampa * Memphis 


DO0OR-70-DOOR 





GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA, 


(Circle number 122 for more information) 
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135 


136 


138 


140 


141 


142 


143 


144 
145 


147 


148 
149 
139 


150 


151 


154 


153 


155 
146 


152 


161 
162 


156 


157 


ADVERTISERS 


Page 
Philip Hano Co. 68 
Agency: Gibney and Barreca Adv. 
Haloid Xerox Inc. 20 
Agency: Hutchins Adv. Co. 
Hertz System, Inc. 5 


Agency: Needham, Louis and Brorby, 
Inc. 


FROG, PGS .......0)0050.:... ...101 
Agency: The Biddle Co. 

Howe Folding Furniture, 

Inc. 111 
Agency: Lawrence Peskin, Inc. 
Kellogg Switchboard & 

Supply Co. 17 
Agency: Lennen & Newell, Inc. 
Lamson Corp. 74 


Agency: Chapman-Nowak & Assoc., 
Inc. 


Lathem Time Recorder Co... 56 
Agency: Burke Dowling Adams, Inc. 


James Lees & Sons Co. 10 
Agency: N. W. Ayer & Son Inc. 


Liberty Mutual Insurance 
Co. 2 


Agency: Batten, Barton, Durstine & 
Osborn Inc. 


Luxco, Inc. 100 
Agency: Kreicker & Meloan Inc. 
Mac Panel Co. 14 
Agency: Lavidge and Davis, Inc. 
Macey Co. 66 


Agency: Fuller & Smith & Ross Inc. 


Maine Dept. of Economic 
Development 34 
Agency: Simonds, Payson Co. 


Management Magazines, 


Inc. sgessseeod Op WEG 
Management Publishing 
Corp. ..... 78 


Marsh Stencil Machine Co. 72 
Agency: H. George Bloch, Inc. 
Minnesota Mining & Mfg. 


Co. \ 80-31 
Agency: Erwin, Wasey, Ruthrauff & 
Ryan, Inc. 

Monroe Calculating 

Macnee Ce. ................ 79 
Agency: L. H. Hartman Co., Inc. 


Moore Business Forms, Inc. 69 
Agency: N. W. Ayer & Son, Inc. 


P. O. Moore, Inc. .............. 62 
Agency: The Gerald F. Selinger Co. 


Multi-Clean Products, Inc... 93 
Agency: Colle & McVoy Adv. 


National Cash Register Co. 

Agency: McCann-Erickson Inc. 
Business Machines 102 
I aon en oases 1 


National Truck Leasing 
ES sy «ucts scpees 36 
Agency: W. S. Kirkland Adv. 


Office Management 
pS 107 
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164 


160 
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166 


167 


168 


169 


170 


171 


173 
174 


158 


172 


175 


182 


183 


184 


185 


180 


179 


186 





Old Town Corp. .... 
Agency: LaPorte & Austin 
Ozalid Div., Genere 
Aniline & Film Corp. 
Agency: Benton & Bowle 
Photorapid Corp. 
Agency: Wade Advertisi 
Record Files, Inc. 
Agency: Seiple Lithogra, 
Royal McBee Corp. 
Data Processing 
Agency: C. J. LaRoch 
Roytype 
Agency: Young & Ru 
Royal Metal Mfg. 
ae inside fi 
Agency: William Hart A 
St. Petersburg Chan 
of Commerce 
Agency: Alfred L. Lino é 
San Jose Chamber 
of Commerce 
Agency: Long Advertisin 
School Managemer 
Magazines, Inc. ... 4 
Shaw-Walker Co. 
Agency: J. Walter Thom 
Standard Change- 
Makers, Inc. 
Agency: Caldwell, Lark 
Van Riper, Inc. 
Stromberg Div., 
General Time Corp 
Agency: G. F. Sweet & | 
Sunroc Corp. 
Agency: Gerald F. Selir 
Tab Products, Inc. 
Agency: H. M. Leete & C 
Thomas Collator 
Industries, Inc. 
Agency: Douglas Turne 
Union Pacific Railr 
Agency: The Caples Co 
United Van Lines, 
Agency: Kelly, Zahrndt 
Victor Adding Ma 
Oe 3.23 Inside | 
Agency: John W. Shaw 
Visirecord, Inc. ... 
Agency: McClellan Adv 
Weber Marking 
Te, ae 
Agency: Stoetzel & Ass 
Wellington Sears ¢ 
Agency: Ellington & C 
West Penn Power « 
Development Dept 
Agency: Fuller & Smith 
John Wiley & 
Sons, Inc. .... 
Agency: Needham & 
Williams & 
Anderson Co. 
Agency: Horton, Chur 
The Wright Line, Ir 
Agency: Cooney & Ce 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 


ments. 


FREE READER 


100 101 102 103 
720 =#«%113«2114—=~«195 
124 125 126 127 
136 137 138 «#4139 
148 149 150 15) 
160 161 162 163 
72 W773 74 175 
184 185 186 187 
196 197 198 199 
208 209 210 211 
220 221 222 23 
232. 233 234 = 235 
244 245 245 247 
256 257 258 259 


This 


2 FEB. 


SERVICE CARD 


104 105 106 107 
116 #117 118 119 
128 129 130 =«+131 
140 141 142 143 
32 33 38 Ss 
164 165 166 167 
176 177 +178 ~=«#4179 
188 189 190 191 


200 201 202 203 
212 213 214 215 
224 225 226 227 
236 237 238 239 
248 249 250 251 
260 261 262 263 


card expires April 30, 


1960 


PLEASE PRINT 


109 
121 
133 
145 
157 
169 
181 
193 
205 
217 
229 
241 
253 
265 


110 
122 
134 
146 
158 
170 
182 
194 


218 
230 
242 
254 
266 


111 
123 
135 
147 
159 
171 
183 
195 


219 
231 
243 
255 
267 


VT ere ee Tr TeeeEe ee TATE Te 


es dered REO ORHSCEMER KS TWEDESR SMES RERCTE RES 


Type of business 





Bill me 





] Send Management Methods for one year at $5.00 
Bill company 








FREE READER 


100 101 102 103 
112 113 114 «2115 
124 125 126 127 
136 137 138 139 
148 149 150 15) 
160 161 162 163 
172 173 174 175 
184 185 186 187 
196 197 198 199 
208 209 210 211 
220 221 222 223 
232 233 234 23 

244 245 246 247 
256 257 258 259 


SERVICE CARD 


104 105 106 107 
116 117 #118 «+2119 
12 129 130 131 
140 141 142 143 
132 133 «4154 «6955 
164 165 166 167 
176 177 178° 179 
188 189 190 191 
200 201 202 203 
212 213 214 215 
224 225 226 227 
236 237 238 239 
248 249 250 251 
260 261 262 263 


This cord expires April 30, 


PLEASE PRINT 


108 109 
120 +121 
132 133 
144 145 
156 157 
168 169 
180 181 
192 193 
204 205 
216 217 
228 229 
240 241 
252 253 
264 265 

1960 

.. State 


110 
122 
134 
146 
158 
170 
182 
194 
206 
218 
230 


254 
266 


111 
123 
135 
147 
159 
171 
183 
195 
207 
219 
231 
243 
255 


ee 





Bill me 





Send Management Methods for one year at $5.00 
Bill company 
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Easy to t 


Simple! 


Simple! 
Simple! 
Simple! 


lel 
an 


MADE IN AMERICA 


Victor’s exclusive Me 
handle all calculati 
addition and subtrac! 
Automatic Constan 
Balance. 

Prints the answers « 
tape. 

Anyone can operate 
training needed. 


VIC 


ADDING 
Chic 
Victor Adding Machi 


Manufacturers of Busine 
and Industrial Systems, 





ANNOUNCING 


oORs1C1 16) 5: 


ohne), wulom —)-linhalinie 


\LCULATOR 





xclusive Magic Motor Bar and Simpla-Key , : 

| calculations — division, multiplication, ? See the Adding Machine section in the Yellow 
ind subtraction. Yellow Pages | Pages for nearest Factory Branch or Dealer. 
ic Constant, Total Transfer and Credit Ze F Or mail coupon today! 


Victor Adding Machine Co., Dept. MM-2 


e answers clearly, with true symbols, on 2 ; 
Chicago 18, Illinois 


an operate a Victor Calculator. No special Please send new four-color brochure on your new 1960 
1eeded. Victor Calculator. 


ICTOR = 


Firm 
DDING MACHINE Co. 
Chicago 18, Illinois Address 


dding Machine Co., (Canada) Ltd., Galt, Ont. 
rers of Business Machines, Cash Registers, Business 
rial Systems, Electronic Equipment, Electri-Cars, 


Circle number 181 for more information 





ASE desks 


make work a pleasure...efficiency a habit.. 


and keep their good looks for years 





You'll be proud of this furniture for a long, long 
time. Proud of its looks and, equally important, proud 
of its fine quality, careful attention to detail, and cor- 
rect design that helps lighten work. You'll like the 
smooth work tops that stay smooth . . . desk drawers 
that operate easily, quietly. You’ll appreciate the 
rounded, smoothly finished corners on desks and chairs 
... nothing to snag a nylon or scratch a shoe. And the 


lustrous finish, Bonderite protected, will hold its color 
and gloss for years with a minimum of attention. 

In the ASE line you have a wide selection of styles 
and finishes, matching colors or harmonizing tones, in 
desks, chairs, credenzas, filing cabinets. Ask your ASE 
dealer to show you why you get more for your money 

. . in beauty, efficiency, and long life . . . when you 
buy ASE furniture. See him soon, 





ALL-STEEL EQUIPMENT Inc., Aurora, Illinois 


Desks + Chairs + L-units » Credenzas + Tables 
Bookcases + Filing Cabinets » Storage Cabinets 

















